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SHE KNOWS SHE is’ 


(mbt, 


IN TWEEDIES 











Merchants who have 
Tweedies for sale look 
upon them as a safe buy; 
one that will convert itself 
into a profit with little or 
no markdown. Tweedies 
is the stand-out style line 
in the $6 field. 
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VOICE ef the TRADE 


S¢MPRIVATE Lusiness, in the old 
sense, does not exist in America 
any longer,” says Edward L. Ber- 
nays. “Business exists to function 
for the public. The public realizes 
this and judges businesses and their 
products by that criterion. The 
public policy of a business can in- 
crease or decrease sales—as well 


* 2 





as make or mar the reputation of a 
business. That is a fact that Ameri- 
can industry is only now commenc- 
ing to realize.” 


* * * 


HRANDS across the line! No more 
neighborly craft than that of shoes! 
As guests of the New York State 
Shoe Retailers Association, were 
Harry Young, president of the 
National Shoe Retailers Associa- 
tion of Canada; George S. 
Haughan, executive secretary of 
the Retail Merchants Association 
of Canada, and Bruce Caldwell of 
Toronto. They contributed much 
to the retail forum and we are in- 
debted to them for putting the 
emphasis of the convention upon 
the professional approach to the 
sale and service of footwear. 
These three wise men from the 
North country promise to be neigh- 
borly again at the National Shoe 


Fair—January 4, 5, 6, 7, at Chi- 
cago, Ill. 


* * * 


SSBREGARDLESS of politics, 
weather or possible strikes, retail 
shoe men are viewing the coming 
season’s business with the utmost 
confidence. They all are experi- 
encing a very good trade and are 
putting forth every effort to wind 
up the year with some bankable 
new profits.” So says C. F. Van 
Ausdel, who travels the Pacific 
Northwest for the Keystone Slipper 
Company. 
* * * 

THE Shoe Fashion Guild of 
America will, as is its custom, have 
the buyers of the nation to lunch- 
eon, as guests of the Guild, on 
Friday, Nov. 6. Oscar of the Wal- 
dorf has everything in readiness for 
that luncheon. 


Herbert L. Redman, Director of 
Saks-34th Street, who called to- 
gether the original group which 
formed this Guild, will be the guest 
of honor and the feature speaker. 
His appreciation of quality mer- 
chandise and its promotional possi- 
bilities is a matter of record and 
his message should be of great in- 
terest to all merchants and manu- 
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facturers interested in better mer- 


chandise. 
* * * 


THAT our British cousins go in 
strongly for stability, is again veri- 
fied by a story that comes to us 
from Manfield & Sons, Ltd. of 
Northhampton, England, whose 
shoes, and especially riding boots 


are well known on this side of the 
water. It tells of a dinner and en- 
tertainment given by E. W. Burn- 
ham, advertising manager of the 
house for the past thirty-seven 
years, to celebrate the anniversary 
of his fifty-year connection with 
the house. The unique feature of 
the dinner was that of his hundred 
guests, all had had a record of 
forty years service with the firm. 
If put together this represents in 
the aggregate four thousand years 
of shoe service with one firm. The 
entertainment provided at the din- 
ner took the form of a play illus- 
trating the way the shoe trade 
worked fifty years ago, when Mr. 
Burnham started as clerk in what 
they call on the other side, the 
“out work” department, being work 
taken outside for completion (or 
complete making for that matter), 
and the predecessor of the present 











factory and mass production. Of 
course in this development of the 
business, and the world-wide dis- 
tribution of the product, Mr. Burn- 


ham as advertising er over 
the long period of his holding of 
this post has contributed in no 
small degree. 

Mr. William J. Rickett, sales 
manager of the house has just re- 
cently arrived in the United States. 

* * * 


MIADISON AVENUE WEEK col- 
lective promotion, celebrating the 
hundredth anniversary of the nam- 
ing of Madison Avenue, resulted 
in unusual window displays the 
entire length of the famous shop- 
ping avenue. 

Most unique of all was in the 
J. & J. Slater Madison Avenue 
shop—a complete window featur- 
ing one shoe alone. On a concentric 
ring pedestal, an arm of fashion, 
covered with green kid glove, hold- 
ing a golden box which contained 
a gold and green sandal. The card 
read: “The charm and craftsman- 
ship of the Old World is tradi- 
tional with the Slater bootmaker.” 

The Madison Avenue Week jury 
accorded the window honorable 
mention. 








HERMAN BECKER is one of the 
delegates from Terre Haute, Ind., 
representing America at the annual 
convention of the British Junior 
Chamber of Commerce, to be held 
at Liverpool. 

Son of Ben Becker, the famous 
shoe man, Herman was selected as 
one of twelve Junior Chamber of 
Commerce delegates—quite a dis- 
tinction for a young business man. 
He is now in England and after 
serving on the International Com- 
mittees, made a special shoe visit 
to London and Paris. 


* #* #*# 


“6FF OR a store doing a major job 
in women’s shoes, our men’s trade 
is most satisfactory,” finds Fred 
Newcomb, Santa Ana, Calif., retail 











TODAY 
a oC 
Pe J 
irre - 
—Anthropologists are busily en- 
gaged throughout the world in 


digging up mummies, vases, fry- 

ing pans and hot water alg « 
an effort to discover where Man 
came from. 

—Philosophers, economists, crystal 
gazers, politicians and tax payers 
are getting the jitters trying to 
figure out where Man is going to. 

—But most of us poor boobs are 
wondering just where we are 
now. 

—When you come to think of it, 
every actual instant of our lives is 


—Yesterday and tomorrow are 
useful terms, but today is the one 
real phenomenon of our allotted 
period of existence. 

—So a practical philosophy of life 
would som terdiet a careful 
appraisa "s opportunities 
pe cpellsalion thereof. 

—Today's job well done, an active 
understanding our social re- 
sponsibilities and an occasional 
helping hand to the “feller who 
ARSE 
ma w ' 
tive of whatever may happen to 
our yesterdays and tomorrows. 


Lovie 6 Tyee 





shoe merchant. “The young fellows 
are still strong for the reversed calf 
leathers in the crepe soles, while 
the older business men are just 
making our men’s department hum 
with activity. It more than pays us 
to keep a good assortment of styles 
sizes in men’s shoes for the 
men are buying good shoes in a 
surprising volume these days. 

“On the women’s side, the way 
sports shoes are selling is most gra- 
tifying for the Fall trade. A crepe- 
soled slack oxford in reversed calf 
in blue, brown, gray and even 
white is a sweet number. Junior 
college and junior high school girls 
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are particularly fond of this shoe, 
and the way the whites are moving 
is astounding. 

“In the dress shoes, the greens 
and wines are selling, as was ex- 
pected, but the browns are showing 
a much greater amount of activity 
than the early season dope pre- 
dicted. This year we did not buy 


-any dress shoes under $6.75, so 


when we find our daily sales aver- 
aging well over the $7.00 mark 
(and that figure includes a goodly 
number of the $5.00 slacks), we 
find we are selling many more 
pairs of the better grades than we 
were during the Summer season.” 


* * * 


THE National Retail Federation 
says: 

“Many prominent retailers urged 
enactment of the Deen bill, with the 
special appropriation for distribu- 
tive training. It will result not only 
in the continuance of training of 
this kind that was done to a small 
extent under the existing Smith- 
Hughes and George-Ellzey laws, but 
should encourage retailers to assist 
in organizing retail training courses 
in their own communities.” 


* * & 








HRARRY LEIGHTON, once a 
leading shoe salesman, is today not 
only an expert but an authority on 
Winter sports apparel for he spe- 
cializes in skiis, skii harness, skii 
poles, etc., under the name of Safe 
Point Skii Pole Company in Port- 
land, Maine. He is overrun with re- 
quests for information relative to 
Winter sports—snow-shoeing, skat- 
ing, skiing, gunning, fishing, etc. 
He finds it a very interesting 
profession and it is obvious from 
the above that he can’t get very far 
away from the life of shoes, in 
which he was most proficient as 
salesman, manufacturer and friend. 


*6@UR store management has long 
since stopped asking us if we are 
beating last year’s figures. That’s 











a foregone conclusion. What they 
ask is ‘How much gain are you 


showing?’ Our customers have 
long since stopped being interested 
in four and five dollar shoes. Now 
it’s a case of ten dollars or better 
—with multiple sales commonly 
frequent. Our stock is being in- 
creased to meet this demand. One 
thing we buyers owe to our trade 
is that when conditions show such 
a marked improvement, we must 
meet this change by having the 
right kind of merchandise.” So 
says B. B. Willens, shoe buyer at 
The Eastern Department Store in 
Los Angeles. 


* #*# # 


“SHB E an opportunist. If one 
analyzes right and fits the oppor- 
tunity to the occasion, one will do 
business,” declared Max H. ‘Block, 
who has built a million-dollar re- 
tail shoe business from a standing 
start in a ten-year period from a 
capital of $2,500. “For the past 
few years,” he went on to state, 
“we figured the best opportunity 
to sell shoes in volume was through 
an appeal to the style angle. Style 
is a much more important factor 
. than price in selling shoes, within 
given limits. When one selects 
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merchandise that is well made, in 
keeping with the retail price and 
then selects shoes which are at- 
tractive, well-designed and pretty, 
the normal sales resistance of the 
customer is broken down to a 


great extent. 






T'S EASY 
ey 






= 
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“Mind you, that goes for men’s, 
boys’ and children’s shoes, just as 
much as it does for women’s, a 
point which many overlook. Men, 
boys and children react to good 
styling just the same as do the 
women, so it is a mistake for one 
to pour all style ideas into only 
one part of their stock. This means 
that a buyer must point his efforts 
toward satisfying that style de- 
mand if they hope to get customer 
acceptance with the least amount 
of effort. Trying to do business on 
any other basis, puts the buyer in 
the position of rowing upstream 
against the current, which in the 
final analysis means failure. 

“The idea is to get in the parade 
and march with it, regardless of 








IN THE ZENITH SHOE STORE 





whatever our own ideas may be. 
Shoe retailing may be done on a 
very profitable basis, if one only 
follows the natural trends. This 
takes courage, so a buyer must 
have the courage of his convic- 
tions. This styling element per- 
tains to every phase and factor of 
the retail shoe business. It is show- 
manship with the goods that counts, 
and it is necessary to inject this 
in the personality of the store.” 
* * * 


*6IF I were making shoes,” said 
the dentist to the shoemaker, “1 
would mark the right shoe with a 
big R and the left shoe with a 
big L. Little Jackie comes to me 
each morn, one shoe in one hand 
and the other shoe in the other 
hand, and he says to me: ‘Which 
goes on the right foot and which 
goes on the left foot?’ 

“T tell him he should know by 
the shape of the shoes and he an- 
swers: ‘Maybe I would know if 
I:had grown-up eyes like yours.’ 
So I would suggest that shoe peo- 
ple put the letter R on one shoe 
so Jackie would know it was the 
right shoe and the letter I. on the 
other shoe to indicate it’s the left 
shoe.” 





“GRAHAM 
HUNTER? 




















THANK You 
$0 MucH! NEXT 
TIME HE’S FUSSY 
VLL KNOW WHERE 
To COME. 































“SPEED and Certainty” pea aoe 
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Through IN-STOCK 


A SHOE operation which is principally based on 
good in-stock propositions, is twelve per cent more 
efficient than a stock built practically on make-ups. 

We know, as we have tried both methods. 

Store figures definitely prove the practicability of 
our placing the great majority of our business with 
houses which do a first rate warehousing job. 

Markdowns alone are proof of the advisability of 
such a course. When one takes the time to study 
thoroughly the results of the two methods of operating 
a shoe stock, the in-stock way shows up so well that 
there is little doubt as to the proper course to pursue. 

When one is buying in-stock merchandise, he is 
predicating his buying on what. he actually needs in 
sizes and styles. This makes a surer way of making 
money in retailing shoes than wholly depending on 
anticipated needs. No buyer can anticipate precisely 
what sizes will be needed in his store for a four weeks’ 
period. It is possible to foretell accurately what sizes 
will be needed for a six or twelve months’ selling 
time, but for the shorter periods it is always a gamble. 

To a certain extent, the same situation exists on the 
style problem. One can do a reasonable amount of 
style “prospecting” early in the season by trying out 
a number of alleged good bets in a light way, then 
playing what clicks best with the in-stock houses. 

Last Summer’s merchandise was practically all in- 
stock shoes. Our left-overs amounted to less than two 
per cent of our sales. This is nearer than we like to 
get, as it means too many lost sales during the end 
of the season. This record does show what can be 
done. Such a small percentage of Summer left-overs 
can be entirely crossed off the books with no great 
loss showing. We all know that last Summer’s shoes, 
regardless of what Summer it may be, have a rela- 
tively small end-of-the-season value, and that they are 
very hard to close out profitably. 


THE set-up here is a little different from many shoe 
departments in that we operate a group of six stores 
within a radius of two hundred miles. These six 
stores carry a varied stock, for in most the top price 
is $5.50, while one does a fair job in the $10.00 grades. 
Most of the volume is in the popular priced shoes in 
men’s, women’s and children’s. Centralized unit buy- 





ing is done as far as practical, with each store treated 
as an individual, according to its needs. 

Along the first of my buying experience, I figured 
that it would be smart to have plenty of make-up shoes 
in order to buy them cheaper and sell them cheaper. 
This program was discarded after a season’s trial as 
being too expensive a proposition. Furthermore, the 
consumers like the factory designed shoes selected 
for them, as evidenced by the fact that they bought 
and rebought quite consistently. 

Record after record shows that when we bought 
make-up shoes five to ten per cent cheaper, we did 
not make any money doing it. It is necessary to get 
enough shoes to carry on for an entire selling season, 
as it takes at least a couple of months to get reorders 
made up, while in-stock shoes can be had in a 
week’s time. 


MIANY factories carry good in-stock lines and also 
have the same shoes made up for less money. Buying 
the sure sellers early in the make-ups, then falling 
back on the same numbers in the in-stock departments 
for mid-season and end-season business, means that 
only about half the merchandise will come from in- 
stock. This will average down the cost quite a bit. 

The sweetest set-up is our line of women’s $4.00 
retailers, all of which is in-stock. There is real money 
made there. Closely following that are the men’s 
dress shoes which retail from $4.00 to $7.00 and are 
also very satisfactorily warehoused by the maker. 
Men’s,$2.95 shoes are make-ups, as they are operated 
on a volume basis and we can afford to merchandise 
these staples in bulk. On our men’s in-stock shoes 
which is a well-known named line, we figure we save 
nine per cent by sticking to styles which are carried 
on the floor at the factory. All the children’s and 
boys’ shoes are factory stocked propositions, except 
the low end goods. 


W ORK shoes are built largely to our specifications 
yet the factories keep a fair supply of these on the 
floor for us. The only item for which we do not depend 
upon manufacturers in-stock cooperation is the lower- 
priced house slipper line. . 
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Experience shows a business based principally on good in-stock 


service is more efficient than one built mostly on make-ups. 
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by CLEMENT HIRSH, 
SHOE BUYER, The Famous 
Department Stores, Los Angeles 


Like every other buyer we try to buy as cheap as 
we can, but we have long since decided that price 
alone is not the determining factor in selecting a line 
of shoes. Quality and in-stock service are much more 
vital issues than an alleged low price. No one can 
show as clean a shoe operation, especially those in 
our grades, in sticking wholly to make-up shoes, as 
can be done by a judicious mixing of both methods. 

The table at the top of this page shows what happens 
to a make-up order in two weeks—in-stock must render 
size service. Of an original order of 75 pairs, just 
30 pairs are left after a two weeks’ selling. The 
straight lines represent the original order. Shoes sold 
are crossed off (x). This is a minimum order for one 
store. As the shoes are sold, reorders are immediately 
sent in to the factory. : 

The original order cost $3.00 a pair, while the 
size-ups cost 15c more, or $3.15. Let us say a store 
gambles on 150 pairs, to be made up. This would be 
possibly an original order of 100 pairs and a second 
order of 50 pairs. Sizes would be far from being 
evenly distributed over the selling range after a 
short selling period. 

By filling in the sizes as sold, the stock is much 
more salable, and what is much more important, the 
selling period would be extended much longer, so 
that we would sell approximately 400 pairs against 
a 150-pair totai if they were made special. When it 
‘comes time to close them out, this can be done much 
more effectively when operating on ‘an in-stock basis. 









Original order reveals “busted stock” in two weeks. 
In-Stock reorders helped sell many more customers 
and lengthened season’s salability 






“IN STOCK” 

MEANS SELLING SIZES 
When You Want Them and 
How You Wart Them 


AF sizes sell seven times as fast in the middle as 
they do on either end, then they should be bought 
that way and in-stock should be studied with that 
ideal condition in mind. 

Safe sizes only should be bought in dangerous 
shoes. 

Dangerous sizes should be bought only in safe 
shoes. 

A stock full of wrong sizes is just as inefficient as 
a stock full of wrong styles. 

Size turnover is just as important a study as total 
pair turnover. 

On one big size sheet keep a record of your sale 
of sizes for six months. On another sheet count your 
pairs on hand by sizes at the end of six months. Of 
course, do one set for men’s and another for women’s. 

At the end of six months bring the two figures 
together on one sheet with black figures in the lower 
right-hand corner for “sizes on hand” and red figures 
in the upper left-hand corner for “sizes sold in six 
months.” 

Total both figures, horizontally as well as verti- 
cally. Then study the composite. Read from black 
to red in each square. If red equals black you are 
turning sizes once in six months. 

Such a study will prove the effectiveness of speedy 
in-stock service. You will learn not only what sizes 
to buy, but, more important, what sizes not to buy. 




























EN-STOCK manufacturers the country over have sent 
us their number one models. Put them together and 
you have a stock of sure-fire shoes. This left hand 
page gives the picture of the walking shoe models that 
sell . . . and sell . . . and sell, in black and brown 
kid, calf, suede combinations, patent and gabardine. 
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1—The conservative kid walking shoe. 2—The tip 
and fox tailored oxford. 3—The -heeled tip and 
fox pump. 4—The one-eyelet favorite. 5—The broad 
strap, at its best in tailored shoes. 6—The two-strap 
typical of double and triple strap effect. Note the sim- 
plicity of treatment in all these patterns. 
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THE sports types on this page all proclaim the popu- 
lar importance of unlined shoes in reverse calf and calf. 
Black forges forward as the sports style note that be- 

ins to register in volume, while high colors, particu- 
larly rust and green, are doing well in this category. In- 
stock supplies a reservoir of fast selling styles. 


7—Stressing the significance of the ultra-simple ox- 
ford with bold eyelets. 8—The 14/8 oxford with calf 
trim. 9—One of the most outstanding shoes among 
many successful novelty tongue effects. 10—The boot, 
believe it or not, leads all the rest in the sales of this 
maker, who has extensively promoted this new fashion. 
11—An important, novelty punched oxford. 























THESE are the shoes that merchants tell us are selling 
all over the country. Surely it speaks well for the 
calibre of manufacturers’ in-stock departments, that a 
merchant has such a varied selection of accepted styles 
to choose and sell from. It is difficult to think of a 
shoe for street or formal wear which could not be 
readily chosen from these in-stock departments. The 
shoes illustrated are selected across the board, without 
particular regard to price brackets, and all are legiti- 
mate in-stock shoes. 























1—A wing tip model with a decided custom flavor, 
tan Norwegian over an accepted orthopedic last. 


2—A classic medallion perforated wing tip brogue 
in brown vegetable tanned calf; an example of ex- 
treme custom styling in an in-stock shoe. 


3—Black calf in a wing tip model with full ex- 
tensions, and nicely distributed perforations. 


4—Square toed and square tipped custom last in 
the English tradition. This time in tan calf. 


5—Fuller, squarer toe in Bourbon calf. This shoe 
is also over an accepted orthopedic test. 


6—Black kid or kangaroo combining a smart 
square toe with the comforts of an authentic ortho- 

pedic last and construction. 
[TURN TO PAGE 57, PLEASE] 














The nine dress shoes on these two pages have all proved their importance as in-stock 
successes throughout the country 


A GLANCE at these selling successes in semi-formal 1—A five-eyelet tie combines the new mat kid with 
shoes proves conclusively that the high-front is an patent. 2—The monk stepin with well designed perfo- 
established fashion for winter season. Each one rations concentrated in one area. 3—Patent and suede 
of the shoes on this page has that lift over the instep combinations in the high, D’orsay cut oxford. 4—The 
with the suggestion of a lowered line at the sides. broad T-strap sandal continues in strong demand. 
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SHOES for the formal season will be especially active 
in the next few weeks. Pumps and glove-fitting shoes 
share the honors for afternoon. For evening, the closed 
sandal continues in staple demand, while the open shoe 
should be stressed as an important fashion note. 










5—Opera pumps flatter the ankles with shorter skirts. 
6—No collection of shoes is complete without a gore 
pump. 7—Open toes and heels in a dyeable shoe. 8— 
High stepin with an outstanding sales record. 9—A 
typical staple in fabrics or metallic kid. 
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1—Sturdy bal strap 
full extensions in grain 


a rugged, substantial look 


shoe. 
2—To meet the de 
toed model in genuine 
3—Genuine Scotch 
brogue. 
4—Five eyelet B 
with wine colored 
in this leather and 


7—A saddle shoe, and a great favorite with the 
college crowd, reversed calf and alligator. 
8—Tan reversed calf combined with alligator, 
/ using a minimum trim and a plain alligator tip. 
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Over | 1,000“Dealers cAre Now Selling Tango Pumps 


By Popular Demand! 





See 


FLEXIBLE, INSTEP 
C4 

















in stock on the 208 modified round 
toe last... 20/8 boulevard heel 


This last, having been proven in all sizes and widths by actual 
wear before it was adopted for the new Tango, is unquestion- 
ably one of the most perfect fitting of all pump lasts. 











Combined with the tremendous Tango prestige and. the 
unusually fine craftsmanship of Brauer Bros. shoemakers, the 
new Tango with its flattering rounded toe offers dealers 
everywhere the outstanding pump of the season. 


Like Tangos, Paradise and Free-Step shoes are also 
, 4 carried in stock... write for latest in-stock folder 


Company 





When writing advertisers please mention Boot and Shoe Recorder 
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--- another reason 
why you should 


SEE 
STAR BRANDS 
pirat 


Merchants featuring a STAR 
BRAND line know they can 
depend on getting good service 
on fill-in sizes. Backed up by 
this mammoth in-stock depart- 
ment you, too, can operate on a 
minimum stock, yet have the 
wanted sizes at the peak of 


sranch of International- Gweceson. Wire, write of 
= phone for our representative. 
Shoe Co. St.Louis.Mo. 
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GIRLS’ SHOES 
that lead their class 


Sales in these and similar types of in- 
stock shoes mount up into thousands of 
pairs. Each one has a promising future. 
based on its record of past performance. 


RIGHT 
Baby shoes in plain toe buck and 


moccasin-toe elk 


ABOVE 
From left to right: Gypsy seam 


kiltie in calf. Suede overlaid on 
calf in.a semi-dress model. Elk 
leather in an outstanding mocca- 
sin last. The popular converti- 
ble kiltie, with laced-on tongue 


LEFT ” 

From left to right: The shark- 
skin-tipped standby in a play 
oxford. Monk school shoe in 
perforated calf. Patent leather 
one-strap favorite for party wear 
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= ¢ 
S& BOARDED CALF 


IN A WIDE RANGE 
OF SMART COLORS 
FOR COMBINATIONS 
THAT WILL CLICK 
WITH STYLE-MINDED MEN 


A COMPLETE SERVICE IN FINE CALF LEATHERS @ THE OHIO LEATHER COMPANY @ GIRARD, OHIO 





When writing advertisers please mention Boot and Shoe Recorder 








1936 


> 


BOOT AND SHOE RECORDER, October 17, 





| 
q 
[ 
i 
| 
! 




















. 


BOOT AND SHOE RECORDER, October 17, 1936 


Silent Salesman? 


These are sample pages 
{ from the Endicott-J | 
son Silent Salesman 


The Endicott-Johnson Silent Sales- 
man should be a constant caller at 
your store. It illustrates timely shoes 
retailers can feature for immediate 
selling. Endicott-Johnson shoes that 
you can realize prompt profits on. 


Make certain that you get your copy. 
It will pay you to keep well posted on 
the newest Endicott-Johnson fea- 
tured shoes. It will help you in order- 
ing quickly. Help you receive quick 
action on exactly what you want for 
immediate delivery. 


If you don’t receive the Silent Sales- 
man, write us to send it regularly. 
This valuable visitor will capably sup- 
plement the calls of your personal 
Endicott-Johnson representative. It 
will inform you fully of just what’s 
happening in the Endicott-Johnson 
shoe world. 


YT | IN \ “A ST. LOUIS, FRO. 
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“The Only Article of Wearing Apparel Associated with Pain” 


WE are indebted for this title to a shoe man who 
sells nothing but high-fashion footwear, a field of 
shoe service where you would imagine that a little 
discomfort is not unassociated with high-heel evening 
footwear in line with the idea that it is smart to 
suffer. We want to put a little emphasis on the thought 
expressed because of articles in the newspaper indi- 
cating that shoe men are challenged when they call 
themselves “foot experts.” 

At a recent convention, the Professions Investigator 
for the New York State Education Department said: 
“There has been brought to our attention the rapidly 
increasing number of persons using titles of ‘foot 
experts,’ ‘practopedists’ and other like titles.” He 
indicated that his primary concern was to safeguard 
the public from misrepresentation, fraud and illegal 
acts on the part of incompetent and unlicensed persons. 

Before we go into the so-called “misuse phases of 
foot service,” may we bring up one question that was 
asked by a retail shoe merchant. He queried: “If a 
customer says “My foot hurts,’ how far can I go in 
diagnosing the case?” The word “diagnose” was 
carelessly used by the shoe man because any medical 
interpretation of foot trouble is outside the area of 
service that can be rendered by any shoe man to any 
person. But the first part of the question—“The cus- 
tomer says ‘My foot hurts,’” has such a common 
and traditional background that it is obvious that the 
shoe man who wants to sell a commercial article is 
going to do everything possible to give that customer 
comfort in the use of footwear. The customer has a 
pretty clear conception of what she came into the 
shoe store for—namely, shoes, not medical advice. 


The retail shoe merchant, in our opinion, has 
more to do with the engineering side of the prod- 
uct he sells than with the medical. When an engi- 
neer trues up a bed-plate that goes under a 
machine or a bridge or a building, he is doing 
something to preserve the balance, posture and 
function of that machine or structure. When a 
shoe man trues up the foundation of the human 
body so that it functions as it should, he is as 
much an engineer of human locomotion as any 
mechanic. If, in the truing up of that pair of 
shoes, it is necessary for him to use wedges, 
cookies, arches, appliances, he is performing a 


* mechanical duty and not a medical function. 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


WVE look at the Empire State Building and imagine 
if it were tipped upside down and had to stand 
on its apex, what a miracle of engineering that 
would be. A mighty similar piece of engineering is 
done by the shoe man who puts footwear foundation 
under the jointed frame-work of irregularly shaped 
bones, closely articulated into the most wonderful ' 
piece of anatomical structure to be found in Nature. 
Stress and weight and pressure are present in both 
building and body. Nothing in Nature shows a similar 
combination of compactness, strength, flexibility as 
a pair of feet. 

The ability, in these modern days, to put under 
the twenty-six bones of each foot (closely bound by 
intricate ligaments and tendons) a movable “bed- 
plate” permitting that body to function in movement, 
in balance and in rhythm, is to put it mildly, a great 
accomplishment. 

We see in the function of fitting a pair of shoes, one 
of the great engineering projects of modern civiliza- 
tion plus what we emphasize in the words: “The 
only article of wearing apparel associated with pain.” 
Your hat, coat, pants and vest have no hazard of pain 
attached to their sale or use. 

So it is obvious that regulation by state or profes- 
sion must take into consideration the very attribute 
of all footwear to cause discomfort at some time or 
another. Perhaps it can be truthfully said that there 
is no shoe that is absolutely without discomfort at 
some time or another, 

Therefore we must continue to expect that shoe men 
will act as they have for hundreds of years when a 
customer says: “My feet hurt.” They will proceed 
to do as best they can in the light of their experience. 
skill and knowledge and, with the aid of the precisions 
that mechanical and custom-shoemaking have produced 
over the ages, to serve that customer with approxi- 
mately the proper fit rather than say to her: “I’m 
sorry, Madam, if your feet hurt you’ve got to go to 
a doctor. I am not permitted to say anything about 
foot troubles, for I am not licensed under Section 1250, 


[TURN TO PAGE 58, PLEASE] 
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Warusesy KAYSER knows 
that satisfied customers are repeat 
customers! That’s why ‘‘Pyraheel,” 
Du Pont’s scuff-proof heel covering, is 
used on all their shoes. This plastic 
material, that simulates practically all 
shoe material textures, will not scratch, 
scuff, crack, nick or mar in any way. 
Specify scuffless heels on your orders. 
Write E. I. du Pont de Nemours & 
Company, Inc., Plastics Department, 
Empire State Building, New York 
City, for further information. 


The dignity and simplicity of 
Wetherby Kayser’s new store in Los 
Angeles is in keeping with their qual- 
ity merchandise. 


hed! 
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Material 
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SPECIFY SCUFFLESS HEELS 
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“Shoes the World Over.” An interesting 
group of footwear from four continents 

as the attention feature of the 
display at the right by Derge-Boden- 
hausen Clothing Company, St. Joseph, Mo, 
Below: An unusually effective boys’ shoe 
window display by Rogers Peet Company, 

New York. 


MIEN’S shoe displays are a subject of very timely 
interest for a great number of shoe stores right now, 
for this month is normally one of the best selling 
periods of the year, and improving economic condi- 
tions promise this year to make it even better than 
usual. And so this week we show you three interest- 
ing windows, two of which were devoted to men’s foot- 
wear, the third to boys’ shoes. 

Window promotion is a subject of supreme impor- 
tance to the merchant or manager who is responsible 


Shoe Men Should Consider How 

to Win and Hold the Attention of 

Casual Passers-by, for an Impor- 

tant Proportion of Men’s Shoes 

Are Literally Bought ‘Through 
the Windows” 


Fall men’s heh atl 

Sleeved, Loo Angle, whic 

and “cei every show bore « 

arguments, although bore a 
price ticket 
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Windows 
that make 


men 
LOOK 


for the promotion of men’s shoes, for it is unquestion- 
ably true that windows exert a more powerful influ- 
ence than almost any other single factor in influencing 
the male shoe customer. Men, as a rule, do not go 
on planned shopping tours as women do. They make 
their purchases at odd moments, when they can and 
where they can. They rarely sit down at leisure with 
a newspaper and look over the advertising with a view 
to deciding where they will go shopping. 

[TURN TO PAGE 54, PLEASE] 
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Business News—— ae "A 


Shoe Industry 
May Set New 
Pick in 1936 


Retailers and Tanning Inter- 

ests Predict Production of 
390,000,000 Pairs 

NEW YORK, Sept. 16 (AP)—Shoe 


and leather ‘producers predict 
record shoe output, higher price 














ES > 


HIGH LEVELS OF PRODUCTION A ARE ALWAYS AIDED 
BY MAKING SHOES ATTRACTIVE TO THE PUBLIC. 


To that end you are always giving creditable support, by being 
particular to have the outsoles of shoes LEATHER—capable of 
substantial wear. 


KISTLER “BENCH BRAND” SOLE LEATHER 


was used because of its serviceability, on a great many pairs of 
men’s street, dress, sport and heavy-duty shoes making up the 
1936 grand total of all kinds of shoes. 








FOUNDED 1840 


Mt tf coston- mass TT 
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SMALL STORES PROFITED 


PERCENTAGE OF ALL STORES 


VOLUME 


$50,000 to $100,000................... 


Over $100,000 


ID UN & BRADSTREET has recently released its Re- 
tail Survey for 1935 showing typical operating figures 
for 487 shoe stores with total sales of over $17,000,000. 
Here are the most striking high lights:* 


1. Gross Margin, 32.8 per cent, down from 34.4 per cent 
in 1934. 

2. Expenses, 29.5 per cent, down from 31.1 per cent in 
1934. 

3. Typical profit, 3.3 per cent on sales, 

4. Volume up 3.7 per cent over 1934. Inventory up 8 
per cent. 

5. Only 68.4 per cent of the stores made a profit in 
1935, compared with 75.2 per cent in 1934, 

6. Turnover still low, 1.8 times per year. 

7. Small volume stores’ profit better than big stores’. 
Small stores did best in big cities. Large volume stores 
did best in small towns. 

8. Stores in agricultural districts fared better than those 
in the industrial East. 


The 3.7 per cent volume increase compares some- 
what unfavorably with the 8.9 per cent increase for 
men’s furnishings, 9.8 per cent for men’s clothing and 
18.3 per cent for furniture, the only other reports 
available as this is written. 

Approximately two-thirds of the reporting stores, 
however, showed a profit in 1935. Table 1 (page 50) 
shows that these profitable stores made 1 per cent more 
margin and carried 1 per cent less expense than the fig- 


& Bradstreet in the 


~~ *CAUTION—A Peng Be made 
latest report makes it ad- 


method of computation used in the: 


visable to consider some of the comparisons approximate rather 
than exact. 











U. 8. CENSUS D. & B. SURVEY 

1933 1935 

0.9% 21.3% 
i 32.2 
ae Me : 18.4 
ee ae 15.6 
eee | 9.6 
ape 2.9 

100.0% 100.0% 


ures for “all stores.” The chief expense saving was in 
the payroll, where the owners drew .5 per cent less and 
the employees .4 per cent less. Of course, this does not 
mean necessarily that they paid lower salaries. It 
simply means there were more sales for the salaries 
paid. The rent saving amounted to .5 per cent also. 

The 4.7 per cent volume increase made by these 
profitable stores shows only a slight advantage over 
the general increase of 3.7 per cent made by all stores. 
At the same time the profitable stores increased their 
stocks 10 per cent, somewhat more than the general 
average of 8 per cent. 

Table 2B brings out the familiar fact that there is 
no such thing as an “average” store. The changed 
operating figures brought about by differences in 
volume and population make “general” or “average” 
figures meaningless, or nearly so, to any one store. 
In order, therefore, for any retailer to get the most 
out of this or any other survey, it is well for him to 
center his attention on stores in his own class. 

The “number of stores reporting” in Table 2B shows 
that over half of all the stores did less than $20,000 
volume in 1935. Only 13 sold more than $100,000. 
Our first thought is that such a report cannot be repre- 
sentative of the shoe trade. But when we examine the 
1933 U. S. Census of Distribution (percentages sum- 
marized above) we see much the same situation. 

This comparison indicates that the Dun & Brad- 
street 1935 Survey represents even a smaller propor- 
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BEST IN 1935 


Shoe Store Volume Up 3.7 Per Cent Over 1934, According 


to Dun & Bradstreet Survey 


tion of small stores than does the 1933 Census. It 
emphasizes the fact that the typical shoe store is not 
a large store after all. 

Look first at salaries in Table 2B. Notice how as 
volume increased, the salary percentage of the owner 
decreased while that of the employees increased. This 
is only natural. Yet the total payroll was reasonably 
constant for all groups, if we ignore the 94 stores that 
sold less than $10,000, since such stores are often com- 
bined with repairing or other businesses. 

The lowest total payroll was 13.2 per cent and the 
highest was 18.5 per cént, with an. average of 16.1 
per cent. Notice too the high salary percentages for 
employees in the large volume groups—from 9.1 to 
13.8 per cent. The actual selling salaries in these 
groups was doubtless not far from 7 or 8 per cent. The 
excess went to the many non-selling employees so 
necessary in large volume stores. 

The cost of rent followed the usual pattern, low in 
small towns and high in large cities. The average rent 
proved to be 5.2 per cent of the sales. It appears that 
population influences rent much more than volume 
does. A large city store usually carries a higher-than- 
average rent, while a small town store should pay a 
less-than-average percentage for rent—or something 
is wrong. 

The stores doing $50,000 to $100,000 spent 2.6 per 
cent for advertising and those doing over $100,000 
spent 3 per cent. Compare these figures with the gen- 
eral average of 1.9 per cent and it becomes apparent 
how little the small stores spent for advertising. 

The figures would also appear to warrant the con- 
clusion that population influences gross margin and 
expenses more than volume does. In fact one of the 
noteworthy features of this report is the good margin 
made by the smaller stores. We usually find these 
small stores with a gross margin several points below 
that of the larger concerns. But in this survey the 
small volume stores show just as good margin as do 
the large stores—with the exception of the 13 firms 


as reviewed 
by MURRAY C. FRENCH 


in the group over $100,000 volume, which are high 
with a 37.8 per cent margin. 

This good margin in the smaller stores is the main 
factor in making their profit showing well ahead of 
that achieved by the large concerns. Total expenses 
follows the usual pattern, rising as volume increases. 

A separate section of the Dun & Bradstreet survey 
separates some of the reports on a cash or credit 
basis. The resulting comparison indicates that the 
cash stores fared slightly better than the credit stores. 
They made 1.8 per cent less margin, but enjoyed a 
2 per cent advantage in expenses. 

Their stock turned twice a year, somewhat better 
than the general average of 1.8 times. However, this 
better turnover is not unexpected in the cash store 
field, for the cash business is usually associated with 
lower grade shoes in which higher turnover is the rule. 

The operating results by geographical districts. 
Table 4 of the survey, is of considerable interest. The 
lowest profits were made in the New England and the 
Middle Atlantic states, including the New York and 
Pennsylvania -areas. The Mountain and Pacific states 
came next, along with the South Atlantic district. The 
best profits were recorded in the central area, both 
North and South. In other words, the agricultural dis- 
tricts fared better than the industrial communities. 

Looking more closely, we see there was a consider- 
able uniformity in gross margin the country over. 
The South Atlantic was low with 31.5 per cent and the 
Pacific section registered high with 34.5 per cent. 

On the other hand, expenses varied throughout a 
greater range, from 27.9 per cent for the Northern 
district between Pennsylvania and Iowa, up to 32.1 for 
the Pacific Coast. 

[TURN TO PAGE 50, PLEASE] 















COMING DOWN 
THE 
HOME STRETCH 


10 


Weeks te the 1936 Finish Line; 
it°s Time for Whip and Spurs 


THE three-quarter post is rounded. You’re coming 
down the home stretch. Clear skies and a fast track. 
It’s time to ride to win! 

It’s time to pull out in front and stay there. And 
keep driving until the winning post is passed. This 
final quarter record is given as 33.2 per cent of the 
year’s volume. To get it every department, every line, 
must be checked, and every promotion possibility for 
the next ten weeks listed. 

Your good horse “Promotion” has four legs—news- 
paper ads, direct mail, window display, store display. 
You can’t go far or fast on a three-legged horse! 

Shoe stores will find much of interest in the volume 
position of various shoe lines in department store 
records. Women’s shoes are classed as a “leading 
volume” department in October and November. Good 
in December, but not among the big volume leaders 
(gift merchandise) which rate from 12 per cent to 
37 per cent of the year’s volume in that month. How- 
ever, it’s very important to know that children’s shoes 
rate 9.5 per cent in October, 8.4 per cent in November 
and 12.3 per cent of yearly volume in December. And 
in December men’s and boys’ shoes reach 18.1 per cent 
of yearly department store volume. 

In other words—these last three months are GOOD 
shoe months. The shoe store that sticks.to the fallacy 
that the shoe business stops as Christmas approaches 
may well wonder if it isn’t simply a case of the busi- 
ness going somewhere else. 

And also remember that your specialties are good 
Christmas merchandise. Slippers and hosiery get top 
lineage in department store Christmas advertising. 
Bags, buckles, and all your other specialties should 
come in for keen promotion—ON A DEFINITE 
PLANNED PROMOTION SCHEDULE FOR THE 
LAST TEN WEEKS OF 1936. Events and seasonal 
demand all enter into the schedule planning. 


Women’s shoes—colder weather demands sturdy 
ai 
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Illustration 
Courtesy Sant Anita Racing Association 





by R. E. ANDRUSS 


street shoes, with spectator types for football costumes. 
Cocktail shoes, for afternoon and informal evening 
wear. Party shoes for all the dress-up functions of the 
season. Not forgetting active outdoor sports of late 
Fall and Winter—riding, golfing, hiking, hunting, 
skating, skiing. Then cruise and sun-resort shoes. With 
accent on shoes for gifts (or certificates). In November 
promote shoes to wear with your fur coat. 

Men’s shoes—cold and stormy weather shoes. Form- 
als, sports shoes of all types for late Fall and Winter 
sports. “Dress up for Thanksgiving.” Special features 
for Election and Armistice Days. National Prosperity 
Week begins Nov. 30, with distribution of Christmas 
Club Checks. And make special note that men’s and 
boys’ shoe volume goes to 18.1 per cent in December! 

Children’s shoes—October, 9.5 per cent; November, 
8.4 per cent; December, 12.3 per cent of yearly vol- 
ume. That means there’s business worth going after 
in this final ten weeks. Cold weather shoes. School 
shoes. Party shoes. Oct. 25-31 is Girl Scout Week. 
Father and Son Week, Nov. 9-14. Thanksgiving and 
Christmas vacations. Shoes for gifts; December is 
even bigger in volume figures than September—get 
your share! Rubber goods—play along with the 
weather, having ads and post cards ready for a quick 
shot when storms hit. Study local weather forecast, 
and play a promotion series on “What the Weather 
Man Says.” Train salespeople to show rubbers or 
galoshes whenever shoes are sold. 

[TURN TO PAGE 57, PLEASE] 
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The new Curtis Trade-In Offer gives you new window display 
power provided by modern lighting at a low cost never before 
possible . . . $1.00 allowance on each of your old reflectors 
regardless of age, style, size, make or condition. 


Not only can you make this substantial saving and increase 
lighting effectiveness as much as 35% to 50%, but in many 
cases your present wiring or outlets need not be changed. 


You still have time to modernize your windows at this unheard 
of low cost and cash in on the plus profitable holiday shopping 
season. 


Because this offer is limited, get in touch with your electrical 
ler or contractor today . . ..allow him to tell you about the 
Curtis Trade-In Offer, without obligation. 


@ 
ELECTRICAL DEALERS are authorized to allow $1.00 each from current catalog 


prices for every old show window lighting reflector of any age, make, condition, 
size or style turned in on the purchase of an equal or greater number of new X-Ray 

rmored Show Window Reflectors. (Types Nos. 400, 410, 420, 500, 
510, 530, 900, 1010 only.) 


Mn re 






Curtis Lighting 


Rk CHICAGO TORONTO 
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PUBLIC RESPONDS 
TO SHOE TALK 


Advertising Campaign Built Around 
Description of Lasts and Foot Fitting 


IN a series of advertisements, the Coward Shoe Com- 
pany is trying out a new technique, with a long oval, two 
columns wide—where the real punch paragraph is “the 
science behind the shoe.” Everything else in the ad 
follows the customary. 

A similar use of the oval in advertisements to men, 
emphasizes fears. For example: 


“Jim's business would be better if his feet 
could ‘Take It.’ 

“A man has to hustle these days and feet that cry ‘easy,’ 
‘easy’ at every step let you do only half a job. What’s 
causing those terrible pains in your feet? Do you really 
know? Why not put your trust in a Coward Comfort Coun- 
sellor? Let him fit your feet to the shoe that will bring 
relief and give you new energy. Think what a thrill it will 
he to be able to slam the door behind you in the morning 
and pound down the sidewalk like a twenty year old. You'll 
he feeling like saying: ‘Watch out world, I’m coming.’ ” 


“Rarin’ to succeed but his feet say ‘Slow 
Down.’ 

“The ambition is there; it’s bad arches that keep many 
men trailing the crowd. No man can do his best work when 
he’s in pain. So foolish, too, So shortsighted when there 
is Coward ready to help—able to relieve the agonies caused 
by sick feet. 


“You wonder if Coward can help you. 


“My dear man, you should read some of the letters Cow- 
ard customers write; such praise, such thanks. You'd 
understand why our business has continued to thrive these 
70 years—we have been helping people like you.” 


“4 Comer at 30—A Foot Case at 36. 


“Feet take abuse just so long and then—the old story; 
limp, limp, limp. Your pace slows down. You tell your 
wife, ‘Sure, I’m fine.’ But to yourself you admit the old 
pep is lacking. Coward can help you as we have helped 
millions—yes, millions—of other men with sick, sore feet. 
Have a Coward specialist fit you with one of Coward’s 
specially designed lasts and feel young again—and do it 


LAST #19 


4 sciences behind weer hile: 


A last for women with happily normal feet . . . designed to keep 
them so with separate and distinct levels for both heel and ball of 
the foot. Built with Coward's new exclusive reverse shank—de- 
signed on a two-level principle to completely divorce the heel 
from the ball of the foot. By throwing back the body weight to the 
heel-bone, we prevent the usual “slipping forward" that causes 
excess pressure at the ball. Remarkable what this feature does for 
your comfort and posture, Of super-flexible welt construction, 
new higher walking heel. 


Als a aww puloe d fashion in 


POW AR 


270 GREENWICH STREET 
37 WEST 47TH STREET 
2 EMPIRE STATE BLDG. (20 W 34) 
Hi. FULTON & HOYT STREETS, BKLYN. 
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NOW FEATURE 


MADE OF WOOLTEX 


BELLCAIRE We anticipated the great demands for suedes this 
Fall. Our early Fall line started the Treadeasy 


dealers off with flying colors! 


Now, we anticipate the demand for fabrics. They 
definitely will be your next profit producers. And 
so we sponsor our Treadeasy fabric line. The four 
shoes illustrated here are charming in their style. 
And they have been made of Wooltex, a new, 
soft, skin-smooth wool-like fabric, superbly con- 
structed, that has an ingenious box-like weave. 


TO RETAIL AT 


56.50 


These Treadeasys are part of our fabric line that 
will be your next volume sellers. Feature them for 
late Fall, Winter and Spring. They'll bring the 
fabric followers to your store for many months 
to come. 


ERMINE 


Ermine 
1009—Black Wooltex 
830—Dark Brown 
Wooltex 


Last 
17/8 Continental 
Wood Heel 
Patent trim-contrasting 
stitch. 


Cynara 

101I—Black Wooitex 
116 Last 
16/8 Cuban 
Wood Heel 


Patent trim-contrasting 
stitch. 


Bellcaire 


1010—Black Wooltex 
829—Dark Brown 
Wooltex 
995 Last 
17/8 Continental 
Wood Heel 
Patent trim-contrasting 
stitch. 


Babs 
83I—Blue Wooltex 


s' 
17/8 Continental 
Wood Heel 
Patent trim-contrasting 
stitch. 


AAA to B 
sizes up to 9 


BABS 


PRICE $3 .90 


SAMPLES ON REQUEST 


IN-STOCK 


NEW YORK CITY SALES OFFICE - - 


ef 
ee 


418-420 MARBRIDGE BUILDING 
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Small Stores Profited Best 


[CONTINUED FROM PAGE 45] 


Table |. Results of the Dun & Bradstreet Retail Survey for 1935, compared with those 
published for the year 1934. 











All Profitable All* Profitable 
Stores Stores Stores Stores 
1935 1935 1934 1934 
Mian Dl a. hk, oe. oat eee 487 333 515 387 
COORG NED, Shue, Us Soc dies wae Whine cn aced 32.8% 33.8% 34.4% 36.5% 
PGND. ooo S80 ea ook ces neces oe 29.5 28.5 31.1 9 
Ts cree vets d Keech vad vece+seveddes 3.3% 5.3% 3.3% 6.6% 
Pe Pe eee PEE Ce eee 10.0% 9.5% 10.8% 9.9% 
Salaries, Employees..................0005: 7.0 6.6 7.9 7.7 
MRL ME wa debe ok 2 Shs sce tact OCSON) os Oe 5.2 4.7 5.0 4.8 
SE ES IE TS os ET CE RE 1.9 1.9 1.9 1.8 
en end WE nk Veceahneej alseeebeunceds 1.1 1.0 1.1 1.1 
CAN, AR TEA RT IE RRS at RA al oA 0.7 0.6 1.0 1.0 
all Other igo cece a ee hah d 3.6 4.2 3.7 3.6 
Per cent of all stores showing profit.......... 68.4 Pa 75.2 
Sales Increase over 1934... ....... 2.0.00: 3.7 4.7 
Stock Increase over 1934................... 8.0 10.0 ; Pe 
Stock Turn (times per year)..........6..055 1.8 1.9 1.7 1.8 

















*Estimated by the author from Dun & Bradstreet figures. 





Table 4. Operating results for 1935, separated according to geographical districts. 











No. of Gross Total Sales 
Stores Margin | Expense Profit Increase Stock Turn 
34 New England............. 32.6% 30.8% 1.8% 2.9% 1.6 times 
89 Middle Atiantic........... 32.7 31.2 1.5 2.5 1.6 
134 East North Central........ 32.7 27.9 4.8 5.8 1.9 
69 West North Central........ 32.7 28.5 4.2 1.0 +7 
26 South Atlantic............ 31.5 29.0 2.5 6.9 2.5 
19 East South Central........ 32.0 28.4 3.6 3.0 3.0 
34 West South Central. 33.2 29.1 4.1 2.1 2.2 
27 dee a cies vibing 34.0 31.3 2.7 4.4 2.1 
53 PO sb a ites beibk chores 34.5 32.1 2.4 y Se | 1.6 
487 MDa es Sik ss ine Kc cxds 32.8 29.5 3.3 3.7 1.8 























The total payroll showed consider- 
able variation also. In comparison with 
the general average of 17.0 per cent, 
New England paid 17.9 per cent, the 
Pacific States paid 18.6 per cent and 
the Mountain States, 18.4 per cent. 
The three Southern sections ran 15.4, 
13.5 and 14.9 per cent, while the three 
Middle Northern sections paid 18, 15.8 
and 16.6 per cent. Rent followed the 
same general pattern, so we chart 


them both roughly this way: 





Payroll Rent 

BO cs ces prey 17.2% 6.7% 
WOE... os View os 18.4 5.9 
MOOR, Yin scans 16.8 4.5 
South: 72654233 #5e: 14.6 4.4 

All Stores ....... 17.0% 5.2% 


Turnover seemed not to have been 
affected by distance from the market. 
The Northeastern States share the 
bottom of the list with the Pacific 
Coast by showing only 1.6 times stock 
turn. The Northern States average 
18 times and the Southern States 
range from 2.2 to 3.0 times turnover. 

Taken as a whole this survey again 
demonstrates that there exists no one 
factor which is the exclusive key to 
profits. Low expenses are in them- 
selves no guarantee of profits. Nor is 
high margin, nor fast stock turn, nor 
good volume. It comes, rather, from 


good control of all these factors. 


Table 2B—Profitable Concerns—Typical Operating Ratios by Size of Concern and Size of Town—1935 


FOR ANALYSIS OF STATEMENTS OF INDIVIDUAL CONCERNS 

























































































SIZE OF CONCERN Under 100 and 
(1935 Sales in Thousands of Dollars) 10 10 to 20 20 to 30 30 to 50 *% 50 to 100 Over 
SIZE OF TOWN Under 20 to |100and| Under | 100and| Under | 20to |100and!| 20to | 100 and 100 and 
(1930 Census in Thousands) All 20 100 er 20 Over 20 100 Over 100 Over Over 
1 Number of Concerns Reporting 53 66 | 15 29 34 20 15 13 26- 8 9 
PROFIT AND LOSS STATEMENT (in Percentage of Net Sales): 
2 Cost of Goods Sold 63.8 67.0 66.4 63.1 68.2 62.2 67.4 66.4 63.7 66.2 67.9 61.5 
83 (a) Overhead Expense: Total 28.9 27.1 27.5 30.3 26.0 33.4 2 29.2 34.3 31.0 29.6 35.7 
(bp Salaries of Owners and Officers...| 12.4 | 11.3 | 11.8 | 11.3 8.0 9.1 7.5 6.7 7.7 6.0 3.8 
yi Salaries and Wages of Employees 5.3 45 | 3.5 6.4 6.3 7.0 6.2 7.7 8.1 9.2 11.5 
3 tae pM ee Msg cw KAN Wipes CaLe © 5.6 xX eee SS 6.1 4.8 6.9 2.8 4.5 6.4 pT 6.9 
=) Advertioing................5. 1.1 1.7 1.2 1.4 2.1 1.6 2.1 2.2 1.4 .6 3.0 
Light and Heat................ 1.6 1.1 0.9 1.3 1.0 1.0 0.8 1.0 1.4 0.9 0.8 
iz Tax Pe oy RM Aeron 0.9 0.8 0.4 0.5 0.6 0.7 0.7 1.0 0.9 0.7 0.6 
All Other Expense . Seta > CoC A «8 2.0 3.9 5.0 3.3 3.2 7.1 6.1 6.1 8.4 7.1 ee 9.1 
4 Profit (or Loss) 7.3 5.9 6.1 6.6 5.8 4.4 6.4 4.4 2.0 2.8 2.5 2.8 
MERCHANDISE RATIOS: 
5 Gross Margin (Percent of Net Sales 36.2 33.0 33.6 36.9 31.8 37.8 32.6 33.6 36.3 33.8 32.1 38.5 
6 Realised Mark-up (Percent of Bont 56.8 49.3 50.7 58.6 46.7 60.9 48.4 50.7 57.1 51.1 47.3 62.7 
7 Inventory Turnover (Times per Year) 1.5 1.7 1.8 1.8 1.8 1.9 2:3. 1.8 2.3 2.3 2.2 2.4 
8 eile melee te Chen Tocentacs 2.2 ‘3.7 2.5 2:7 2.8 3.0 3.2 2.8 3.8 3.4 3.0 3.6 
OTHER INFORMATION: 
® Typical % Change in Sales 1934-35 | +2.4 | +4.8 | +4.1 | +6.2 | +4.2 | 42.34] +7.6 | +2.6 | 46.9 | 40.5 |+10.8 |+10.4 




















Copyright, 1936, by Dun & Bradstreet, Inc 
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THE GREATEST SALES SUCCESS 
IN THE WOMEN'S SHOE FIELD 
ENTERS ITS THIRD SEASON 


cexter\ WITH A GREAT SPRING SALES PLAN 
“geue-\ NOW ON ITS WAY TO YOU! 


ie poe 
wa Fashion itt 
} Soc orate 


From a new idea to an estab- 
lished best seller in hundreds of 
leading stores in just 18 months 
—that’s the sensational sales rec- 
ord of Rhythm Step Shoes—the 
greatest success story ever told in 
the shoe world! 


There are real reasons for this 
amazing record! First—invisible 
rhythm treads—that cushion the 
foot at the 3 strain points of 
every stride. An exclusive fea- 
ture that makes Rhythm Step 
the most comfortable style shoe 
a woman can possibly wear. Sec- 
ond — a complete promotional 


building sales-training to help in 
your personnel work. Rhythm 
Step and the Rhythm Step Plan— 
have made record days, record 
weeks, and record seasons for 
many of America’s leading stores. 


The spring line—and plan—now 
on its way. to you—builds di- 
rectly on the sensational success 
of the past 3 seasons. It will 
mean new spring and summer 
sales figures for the leading store 
in each city. 
If a franchise 
is not already 


held f J by 
e : yore  coUDNDUSEKEERING = 


ony write uUsZ 


plan — including exciting maga- 
zine and newspaper advertising, 
tested selling displays and profit- 











Walking 


ONE-TWO-THREE Step 
Takes sa by Storm! 


dsthe A. shifts to your arch As full weight centers on ball 
Moteont hiatn T reads all pee chested and of foot the metatarsal arch is 
cushion the shock and protect 


Re tee eee 3 
S'STERED v.s- pat 


$G50 and $750 
‘RETAIL 


ted, k . 
oe in poet Slightly Higher West of the Rockies. 


.. in addition 
bones in position, 


cushi 4 
delicate nerve centers. the usual built-in 


JOHNSON, STEPHENS & SHINKLE SHOE COMPANY, ST. LOUIS, MISSOURI 


Makers of Fashion Plate Shoes—Recognized Style Leaders For Over 20 Years 


‘When writing advertisers. please mention Boot aah. ager Recorder 
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FOR 


WHITE No. 081 


White— perfect foil for the colors of 
the coming season. White—a real 
style accent in itself. White—a true 
white in Amalgamated No. 981. 

You will see it in the Guild offer- 
ings—and still more as the season 
progresses. 

Its beauty, durability and sheer 
whiteness are the result of a special 
Amalgamated tanning process. 

Shoe manufacturers and retailers 
will wisely protect themselves on 
Amalgamated No. 981 before the 


season is too far advanced. 


AMALGAMATED LEATHER COMPANIES, INC. 


mulleie| 
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1937 
+ + + 


v 


SPRING 


BUCKID No. 982 


Increasing its margin of leadership in suede- 
finished kidskin, we call your attention to the 
advantages of Buckid No. 982. 


I BUCKID is a special Amalgamated tannage. 


2 BUCKID is practically one hundred per cent 
cutting. 
3 BUCKID is a very mellow feeling leather. It 


conforms easily to the foot, and produces an 
unusually cool and comfortable shoe. 


4 BUCKID has great fibre strength which pre- 
serves its wearing qualities. 


& BUCKID is the most sensational and satis- 
factory kid produced since the advent of 
Chrome Leathers. 


6 BUCKID cleans easily and has proven highly 
satisfactory to all who have used it. 


We have concrete evidence of the increasing 
confidence shoe manufacturers have in this 
superior Amalgamated product. Order early to 
insure prompt delivery! Samples on request! 


WILMINGTON, DELAWARE e 84 GOLD STREET, NEW YORK 
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WORLD'S 
LONGEST 


HEEL - - 
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miles 


WEARING 


EA. 
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Miles of extra wear are pro- 
duced by Panco Sta-Tite Heels 
—made possible by the exclu- 
sive wire mesh construction 
embedded in the base. For 
greater resiliency—longer wear 


—specify 


Panco Sta-Tite Heels. 


PANTHER PANCO 


COM PANY 


MASS. 
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Windows That Make 


Men Look 
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[CONTINUED FROM PAGE 42] 


Men do, however, look at windows. 
Most men spend considerable time on 
the street, going to and from their 
work or business, and if they have any 
idea of buying shoes at an early date, 
they are likely to pause and look over 
the displays of stores where they might 


be inclined to buy them. 


Moreover, the average man likes to 
have a fairly definite idea before he 
goes into a store what sort of a shoe 


he wants to buy and a reasonable assur- 


ance that he will find it in that store. 
He has an instinctive dislike of going 
into a store, trying on a number of 
pairs of shoes and then walking out 
without making a purchase. Good shoe 
windows help men to arrive at a de- 
cision, and for that reason it is most 
essential that the shoe merchant should 
plan his men’s windows with the reali- 


zation that what he puts into them 
may be the determining factor in caus- 


ing many men to decide “Yes” or “No” 


before they even enter his store. 


Good men’s shoe windows, like all 


good windows, must, of course, start 
out with attention value. If a man is 
in the market for an immediate pur- 
chase, he may look over your windows 
just because he is interested in the 
shoes. But to stop the casual customer, 
you must put an “eye catcher” into 
your window, and if it relates to the 
subject of shoes, so much the better. 
Thus the Derge-Bodenhausen Clothing 
Company of St. Joseph, Mo., made use 
of a group of foreign shoes collected 
from four continents by William M. 
Wyeth, in the course of travels around 
the world. The window, designed by 


Tom L. Cook, display manager, tied 


this exhibition of foreign shoes in with 
its featured line of men’s shoes. 


“This display attracted more than 


usual attention,” declares R. C. Bretz, 
vice-president of the 
hausen firm. “Every day a crowd was 
around the window, and during the 
week that the display was in, our sales 
increased about 18 per cent.” The 
reasons that explain the exceptional 
interest shown by men in this sort of 
a display are not difficult to discover. 
Most men are interested in curios that 
reflect the life and eustoms of distant 
peoples, and each of the foreign shoes 
used in this display carried a ticket 
indicating the name of the country 
from which the shoe came and how it 
was associated with the customs of the 
There is no particular sales 
argument, of course, in merely exhibit- 
ing a group of curious types of foot- 
wear, but such a display will cause 
men to look at your window, their at- 
tention will naturally be diverted to 
the merchandise you have on display 
and sales will result as a natural con- 
sequence. Such, at least, is the theory, 
and the fact that business actually did 
show a substantial increase in this 
store while the window was on view 


Derge-Boden- 
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tends to prove that it has a sound basis 
in fact. 

Good boys’ shoe displays, unfor- 
tunately, aré altogether too rare, and 
without any good reason or excuse for 
the neglect. In fact it is rather un- 
usual for boys’ shoes to get a display 
by themselves. They are usually shown 
in a corner of a men’s shoe window, or 
perhaps with girls’ or misses’ shoes.in 
a display space allotted to the children’s 
department. If we wish to appeal to 
a boy’s pride in his shoes, however, 
and educate in him a shoe conscious- 
ness that will make him a desired cus- 
tomer when he attains to manhood, 
we should at least give shoes for the 
older boys a window of their own now 
and then. That’s what Rogers Peet 
Company did in the accompanying win- 
dow, which was used in one of their 
New York stores, a window designed to 
appeal not only to the interests of the 
boys, but of their parents as well. 

“Here we reveal the Inside Story of 
our boys’ shoes,” the display card read. 
“What you usually can’t see, we expose. 
Quality materials throughout — solid 
leather. Things that make boy’s shoes 
stand up under rough wear-and-tear 
use that active boys give their shoes.” 
Men—and boys—are always interested 
in construction and materials, in how 
it’s made and what it’s made of. So 
a window filled with the hidden parts 
of a shoe will, of itself, attract atten- 
tion, while at the same time it sells the 
customer on the wearing qualities of 
the shoes. In the case of boys, wear- 
ing qualities are extremely important; 
many parents buy boys’ shoes with 
wearability as the prime factor of 
consideration. 

The window from Silverwood’s in 
Los Angeles formed part of a promo- 
tion in their Broadway store, built 
around the ideas of quality and style. 
The program was carried out with 
most satisfying results, according to 
M. Kalsman, men’s shoe buyer for the 
Silverwood stores. No special emphasis 
was placed on price, but a special effort 








REGISTERED 
—_—" 





OUTDOOR FOOTWEAR 
FOR YOUNG WOMEN 








15 INCH BOOTS 


No. 300—Coffee Elk 15-Inch Boot, 
Hooks and Eyelets. 


No. 304—Chocolate Elk 15-Inch Boot, 
All Eyelets, 9 Iron Damproof Bend 
Sole, 8/8 Heel with Rubber Toplift. 


41,/9-AA — 21/./9-A-B-C-D .. .$3.60 


614 INCH BOOTS 


No. 306—Chocolate Elk 61/2-Inch 
Blucher Boot, 9 Iron Damproof Leath- 
er Sole, 8/8 Heel, Rubber Toplift. 
No. 308 — Smoked Elk 6!4-Inch 
Blucher Boot, Gristle Sole and 8/8 
Heel, Gristle Toplift. 

4\/,/9-AA — 21/,/9-A-B-C-D ...$2.90 

@ 


Fine Goodyear Welts Exclusively 
@ 
THE JUVENILE SHOE CORPORATION 
OF AMERICA 


CENTRAL TERMINAL BLDG. 
710 N. 12th BLVD. ST. LOUIS, MO. 


Nie, U.S. PAT. OFF. 











was made by Display Manager Earl 
H. Wells to provide an artistic trim 
and put over a strong selling message. 
Window cards told of the use of the 
shoes in such a manner as to appeal 
to college men, business and profes- 
sional men. Here are some samples: 
“Here’s style you can count on. Tay- 
lor-Made Shoes. Authentically styled. 
These will help you step out smartly 
this Fall.” “We set a smart style pace 
this Fall with Taylor-Made shoes, 
styled the way young men like them.” 
“You’re sure to put your best foot for- 
ward in Taylor-Made shoes.” 

As this window contains 160 square 
feet, it was possible to have five sepa- 
rate units, each one a different type of 
shoe and also a different retail price. 
All fixtures were golden colored lac- 
quer on glass. The big shoe in the 
background, which served as the atten- 
tion getter, was so constructed that it 
could be used either in the department 
or in the windows. Rust and orange 
were the basic colors and gave a Fall 
touch to the setting. 

With the shoes grouped according 
to prices and the window cards telling 
the style story, the price angle was 
secondary. Each of the shoes bore a 
price ticket, however, so the price was 
instantly apparent to all who were 
interested, and the way in which this 
phase of the promotion was handled 
by Mr. Wells worked out very success- 
fully. 


To Celebrate 46th Anniversary 


SEATTLE, WASH.—Phillips, Inc., pio- 
neer retail shoe store of Seattle, is 
preparing to enter its 46th year in the 
shoe business in Seattle, as this city’s 
oldest shoe firm. Now located at 1313 
Third Avenue, after numerous loca- 
tions, this shoe outlet has watched the 
city grow from scratch into a West 
Coast metropolis. First established in 
January, 1892, the store was on Sec- 
ond Avenue, and moved several times 
to better locations. 





U.S.PAT. OFF, © 
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239 West 39th Street 
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Sh-h.. Sh-h-h! 





iy A /1sten... 


NO, this is not a preview of the delirium tremens, but a dele- 
gation of denizens of the Bronx Zoo who recently visited our offices 
to find out what all the excitement was about. My, how the news does 
get around. It seems that our favorite postman lives directly opposite 
the main gate up there and these keen-eared beasts overheard the poor 
man talking in his sleep about the big packages he’s been delivering 
at Boot and Shoe Recorder, and the terrible excitement that’s going 
on down there. 


So yesterday they paid us a visit en masse, demanding to 
know what it’s all about. 


We have nothing to hide, so we frankly told them that all 
this furore is because we are getting out our LEADERSHIP IN 
INDUSTRY ISSUE on December 26,* and what’s more, it’s going 
to be the finest Boot and Shoe Recorder ever issued. 


“Are we going to be in it?” they asked. ‘“‘We’re the leaders 
in our industry.” 


“No, there’s no place in it,” we answered, “for elephants, 
camels, oxen or gnu. Now, if You were in The Shoe Industry, you 
would Have to be in it, because 1t's going to be the Who’s Who of 
the shoe industry and every leader in his line will have his ad in tt. 
What's more important, shoe merchants will use it as their guide to 
The National Shoe Fair and all during 1937 as their Where to Buy 


Directory.” 


BOOT & SHOE RECORDER 


A Chilton @ Publication 
New York Cit, 








— *As plans develop 
and excitement mounts, we'll be telliny 
you more about this great issue. 














BOOT AND SHOE RECORDER, October 17, 1936 


Coming Down the 
Home Stretch 
[CONTINUED FROM PAGE 46] 


Slippers, hosiery—advertise and dis- 
play these lines ahead of the holiday 
season—then hit ’em hard in Decem- 
ber. These are among the “tops” in 
gift items; it’s up to you to get the 
business. The advance campaign helps 
build up your -reputation as a slipper 
and hosiery spot. 

Specialties—don’t wait for the last 
four weeks before Christmas to push 
specialties. Send a gift suggestion 
folder, with a note about convenience 
of early shopping, with your Nov. 1 
bills; and do it again Dec. 1. Use the 
folder in all packages going out from 
Nov. 1 on. Show your specialties in 
a Christmas setting in the store, even 
before you put in your first Christmas 
windows. 

And during Christmas week, hold 
After-Christmas or Year-End sales of 
odds and ends of seasonal styles, as 
well as playing up party shoes, cruise 
shoes, children’s shoes. 

A practical, planned, promotion pro- 
gram of real selling ideas that tie up 
with current demands, and use of the 
merchandise will get more business for 
you. 

Skies, clear; track, fast; and “Pro- 
motion” will win for you against the 
field if given a fair chance. 


Sandals Popular at 
European Resorts 


MIAMI, FLA.—Miss Hesta Willerford, 
sportswear buyer for Burdine’s, has re- 
turned to Miami after some time spent 
in the resort centers in France. She 
reports that sandals with open toe, 
medium heels, were popular. There 
were a few leathers and quite a few 
Roman style in elk hide. Plenty of 
Jom sandals were noted. American 
tourists, she observed, were wearing the 
old fishnet sandal with rubber heel. For 
men there was a popular flat leather 
sandal with open toe. 


In Stock Sample Case 
[CONTINUED FROM PAGE 27] 


7—The Gothic, in brown Norwegian 
calf with medallion perforated square 
tip and heavy brogue punchings on 
vamp and quarter. This is an extreme- 
ly flexible shoe of the type that is cur- 
rently causing much interest. 

8—The Viking. A medallion perforated 
square tipped model in tan Russian calf 
over a slimmer last, with a double sole. 
A shoe that is being ordered and re- 
ordered by better grade retailers. 
9—Tan pebble grained oxford with 
Dresswelt, single sole and leather heel, 
over a fuller brogue last. 

10—Black calf, kid or patent leather 
dress shoe over an extremely high 
rhe yet a popular seller from in- 
stock. 











A FINE PRODUCT AND INCOMPARABLE SALES FEATURES 
BACKED BY AGGRESSIVE ADVERTISING CO-OPERATION 


MAKES THE .. . 


Thompsso- 
Ostendo Nailess Line 


. « "TOPS" IN FRANCHISE VALUE. 











It turns and twists — 
welting entirely around 
the shoe welds the en- 
COUNTRY CLUB , tire shoe together per- 
$2028 Vigies mitting the greatest flex- 
“ite, Se \ ibility ever devised. 
Tan Scotch grain 





oxfor 
Leather heel 





It flexes — always con- 
forming to the foot 
thereby permitting 
proper exercise and aid 
in keeping feet healthy. 


The 
COLUMBIA 


$2026 
Gal. 6 N 


wide 
Possessing more super sales features than ever be- 
fore offered in shoe merchandising history, you have 
more positive sales facts to offer in presenting the 
Ostendo Nailess Shoe to the men of your community 
with resulting increased opportunity for greater profit. 
Shoe merchants everywhere are endorsing the line as 
a sales getter through actual representation. Write for 


frechise in your community. 
Exclusively Manufactured by 
HOMPSON BROS. SHOE 


FINE SHOEMAKERS 


BROCKTON 
CAMPELLO, MASS. 

















* LIPSTICK STYLE * 


uede Compact 





As easy to use as a lipstick and as handy to 
carry. Every woman can be sold this neces- 
sary 25c item. The cosmetic type holder, and 
onyx catalin brush, give it eye appeal. Dis- 
played it is half sold. Comes in seven stand- 
ard colors, black and white. Packed in dozen 
counter displays—each with a salesmaking 
display card. Ask your jobber. 


EVERETT & BARRON 
COMPANY 


RICHMOND ST. 
PROVIDENCE, R. I. TORONTO, CAN. 
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The Editor’s Outlook 


“The Only Article of Wearing 
Apparel Associated with Pain’ 


[CONTINUED FROM PAGE 40] 


Sub-division 7, of the Medical Practice Act, defining 
the practices of medicine as follows: 

“A person practicing medicine within the mean- 
ing of this article, except as hereinafter stated, 
who holds himself out as being able to diagnose, 
treat, operate or prescribe for any human 
disease, pain, injury, deformity or physical con- 
dition and who shall either offer, or undertake 
by any means or method to diagnose, treat, oper- 
ate or prescribe for any human disease, pain, 
injury, deformity or physical condition.” 

In our opinion, the shoe man and the shoe fitter 
may continue to do precisely what they have done 
over the years without fear of state or medical inter- 
ference, providing they do not claim to be other than 
what they are—expert shoe fitters, expert foot fitters 
and qualified venders of footwear. But no shoe man, 
anywhere, has the right to claim to diagnose any 
human ailment and should not mention the shoe as a 
cure for arthritis, neuralgia, rheumatism, diabetes and 
all of the medical ills that human feet and bodies 
are heir to. 

There has been too much of carelessness in using 
the medical terms as an aid to the sale of a pair of 
shoes. The foot, as a weight-bearing part of the 
body, has enough problems in its mechanical aspects 
to satisfy even the most precise shoe fitter. There is 
no intent on the part of regular shoe men to usurp 
the field of medicine and physiology. 

Let’s start immediately to clean house for there is 
a danger in bringing into the shoe store any philosophy 
of service that goes beyond the simple mechanical 
means of rehabilitating posture and comfort. The 
clerk who poses as a doctor should be stripped of his 
peacock plumage unless he qualifies as a registered 
M.D.; and the store that poses as a medical center 
should be brought to its proper shoe senses. 

We will jealously preserve the rights of the shoe 
store to service the American public with the right 
sort of shoes and if relief of pain is resultant it is 
a function that is inherently associated with proper 
footwear for the human race. No division of medicine 
can carve out of the shoe store the function of rec- 
ommending certain shoes for certain purposes of 
locomotion. Shoe stores sell shoes—not cures or 
fears. At the same time we issue a sincere caution to 
those shoe stores that have gone a little bit too far 
into the controversial fields of medicine, to retreat 
to more secure ground. The shoe industry has made 
great progress in improving the fit and comfort of 
footwear and must continue to make even greater 


progress! 
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Profit Performance 
Reeords 


6695 this line of shoes making money for the house?” 
is a question shoe buyers regularly ask themselves, 
but they do not always arrive at the right answer. 
Various ways of obtaining this information are 
employed. Some are very accurate in their findings, 
others are so vague or so expensive to operate that 
the proper answer is lost in a maze of charts, records 
and dope sheets. 

When a buyer can actually tell that a line of shoes 
sold out this season with eighty-eight per cent of them 
purchased by consumers at full regular prices, then 
he knows this line is making money for the house. 
Another line, as carefully bought in regard to salabil- 
ity, of which only seventy-two per cent were sold 
at full price obviously does not make the profit showing 
of the other line. In the case of the first-mentioned 
line, the adjustments were less than one-half of one 
per cent, while on the other make the adjustments 
ran up to five per cent. 

Various card records are kept by buyers in their 
offices from which the histories of each stock number 
are charted. These cards as a rule fall short of giving 
exact data as to the precise reasons for adjustments. 
And when all is said and done, the adjustment history 
of a line tells of its desirability, as no other means 
can possibly reveal. ; 

A most comprehensive method of determining just 
how valuable a line of shoes is to a store and why, 
has been in operation in the Chas. F. Berg Co. shoe 
department for some time. It was worked out by 
Henry S. Waters, who has been doing the shoe buying 
job for this smart ready-to-wear Portland, Oregon, 
store for many years. 

This method is based a great deal on the adjustment 
problem and in this regard it tells an almost perfect 
story. The one thing in which it might be said to fail 
of being just one hundred per cent is that it does not 
chart “buyers’ mistakes,” in its findings. Just how a 
buyer could comprehensively -and honestly check him- 
self on this is more of an open question. 

In the backroom of the Berg shoe department, in 
a space where traveling men never go, is a most 
illuminating chart covering one side of the wall. Con- 
sider these heads: 

Firm 

Pairs received during season 

Pairs sold during season 

Pairs P.M.ed during season 

Number adjustments during season 

Pairs reduced during season 

Type of adjustment. 

These six subjects cover about all a buyer needs 
to know of a line. This chart is kept right out, where 

[TURN TO PAGE 75, PLEASE] 
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RAVELESE 


IN STOCK 
FALL 1936 


LAIRDWAY | 
PROCESS WELTS 


Single Sole 
Goodyear Welt 
No Insole 

No Filler 

No Cement 
Hand Side Lasted 
All Sewed 
Flexible 
Durable 
Authoritative 
Styling 


The Steppe is indicative of the type of 
Travelese Shoes, carried in stock, and 
retailing at $12.50, as shown in our 
catalogue. 


LAIRD SCHOBER CO., Inc. 


PHILADELPHIA, PA. 
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Celebrates Entry Into 
Shoe Business 


WASHINGTON, D. C.—F. S. McFar- 
line, manager, Regal Shoe Company 
store, here is preparing to celebrate the 
anniversary of his entry into the shoe 
business which took place in Alaska 
during the gold rush. Mr. McFarlane 
was one of the gold rush merchants 
who made the trek over the trail where 
so many fell by the wayside. He says 
his major Fall sales have been sturdy 
shoes with water-repellant leather. 





New Store Opened 


WATERLOO, Wi1s.—A new shoe store 
has been opened recently here under 
the name of Walker’s, at 118 East 4th 
Street. 

Louis E. Walker is president of the 
new organization which is incorporated 
under the name of Walker Shoe Store, 
Inc. For a number of years he was 
vice-president of the Fox Shoe Store 
of. Waterloo. 

In addition to a full line of shoes, 
priced from $3.95 to $10.50, Walker’s 
has installed a hosiery and handbag 
department, which department is man- 
aged by Miss Mary Renk. 





Alex D. Estes Named Manager 


LOGANSPORT, IND.—Aiex D. Estes has 
been named manager of the new ladies’ 
shoe department in the Fashion Shop, 
according to Joe Berger, the store man- 
ager. Dave Roack will be his assistant 
with the shoes. Paris Fashion Novelty 
shoes, Natural Poise arch shoes and 
Connies are featured at popular prices. 
The department is located at the front 
of the store, and is equipped with mod- 
ernistic furniture and furnishings. 





Sixteen Years as Manager 


WASHINGTON, D. C. — Aubrey S. 
Misell this Fall, marks the anniversary 
of his sixteenth year as manager, sec- 
retary and treasurer of the Queen 
Quality Boot Shop in this city. He re- 
ports the September demand was for 
black, blue or grey in suede. This month 
greens and oxblood have suddenly be- 
come popular. 





George Mercer 


PITTSBURGH,.PA.—George Mercer, 50, 
local shoe dealer, died suddenly at his 
home October 8. He is survived by his 
widow. Mr. Mercer has been in the 
shoe business for over 20 years and was 
prominent in the downtown shoe circles 
in the last few years. 


Leo Schunck 


CELINA, OHI0O—Leo Schunck, 49, for 
many years engaged in the retail shoe 
and leather business, here, died Oc- 
tober 8. He was county treasurer for 
two years and had been renominated 
for another term. His widow and six 








children survive. 
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“Delight,” by Walker T. 
Dickerson Co., Columbus, 
Ohio. In Stock—Last No. 
568. Amer’s Black Satin 
King Kid. 


BLACK SATIN KING KID 
AY tyled by AY ty lists be ee 
for Sty lish Women! 


y= and demanded by these women with insistency! The reason 
for their demand is easy to find—Black Satin King Kid fits into 
the style picture as no other Kid does. . . being the original satin- 
finished Kid in America, it has a beautiful, semi-dull and finger- 
caressing texture that blends in perfect accord with most any in- 
formal morning and formal afternoon ensemble. Shoes of Black 
Satin King Kid have an elegant simplicity and are unapproached in 
“the World of Fine Footwear’! 


—_ a rr 


The discriminatingly fashionable appreciate, too, the other Amer 
products— Black Glazed King Kid, brilliantly lustrous, well-nurtured 
texture— White King Kid, the strongest, whitest white obtainable— 
White Suede, a true white suede with a short, fine nap—a suede 
that is tight and strong. 


witLiam AMER company 


PHILADELPHIA ESTABLISHED 1832 


Whea writing advertisers please mention Boot and Shoe Recorder 
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The Celastic Box Toe — where the 

mand of the stylist becomes the 
satisfaction of the wearer. Celas- 
tic accurately reproduces the lines 
of the last and insures toe com- 
fort through the elimination of 
wrinkled linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


SOStON. lee tk Pa 
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waY BUSY CHICAGO STORE 


REPEATED ON MOHAWK CARPET 


MOHAWK CARPET 


Ma. Samu S. LEVEY, manager of the Bata Shoe 
Store, 1500 South Western Avenue, Chicago. knows 
the important part that the right carpeting plays 
in making a store successful. He realizes that soft, 
high-pile Mohawk carpet makes the new shoe feel 
more comfortable on the customer's foot — closes 
sales more easily and rapidly. And he also knows, 
through experience, the superior wearing qualities _ 
of Mohawk carpets — how these fine carpets, which 
cost no more to buy, actually bring large savings 
by giving added years of service. 


: ss, No matter what your floor covering problem may _There is no cost of any kind for this Free Mohawk 


“be, there is a Mohawk carpet to solve it most eco- 
nomically — a wide variety of smart patterns and 
rich solid colors, in many weaves and grades. A 
wire, sent collect to any of the offices listed below, 
will bring a floor covering expert who will gladly 
confer with you about your particular problem. 


Advisory Service. 


FREE...TO SHOE STORE MANAGERS 


Send today for Mohawk’s amazing new Carpet Calculator. 
It is a very simple instr t that enables you to quickly 
and easily estimate your carpet requirements. So send today 


for your Mohawk Carpet Calculator. Remember, it’s free! 





General Sales Office: 295 Fifth Avenue, New York, N. Y. 
' Regional Sales Offices: 


Atlanta Boston Buffalo Cincinnati Cleveland Dallas 
High Point Kansas City Philadelphia Pittsburgh Seattle 
- 1936, Mohawk Carpet Mills, Inc, 


ee eS 
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Chicago 
Los Angeles 








| Df Scholls 










BOTH SIZE AND WIDTH 
INSTANTLY APPEAR ON 
THE DIAL- automatically 


a“ 


ALWAYS THE 
SAME MECHANICAL 
PRECISION 


WHY YOU SHOULD HAVE THIS MACHINE 


impression with the customer . . . serves as a double 
. thus reducing 


same time. 


It leaves a very good 
check on scientific and accurate shoe fitti 
complaints and building business at 


There is no machine like this on the market today. This is not a piece of 
sheet metal with sliding gauges, rules, and notches that soon wear out. It 
is a durably paconbison y ough emall and portable machine — exceedingly 
simple to operate. It registers all sizes from 2AAA to 13EE. 


It was offered last year at $12.00, exclusively to Dr. Scholl dealers. 


EVERY SHOE MERCHANT CAN NOW BUY ONE, TWO, THREE, 
SIX, OR AS MANY AS HE NEEDS IN HIS STORE 


Because we have now absorbed the initial cost of dies and manufacturin 
equipment, the prices have been reduced as per the above schedule. 
want to test one machine first—send us your order and it will be 
billed at $8.00. Address nearest office, THE SCHOLL MFG. CO., INC., 
213 W. Schiller St., Chicago, or 62 W. 14th St., New York. 
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AUTOMATIC SHOE SIZER 


now obtainable at 


REDUCED 


PRICES 





PER 
$ SINGLE 
MACHINE 
2 machines.......... $7.50 each 
4 machines.......... 7.00 each 
6 machines.......... 6.75 each 
12 machines.......... 6.50 each 

















See How It Works 


The customer places her foot on 
the machine. She arises. Clerk 
moves handle which automatically 
brings the plates in to the side and 
front of the foot. Instantly, with 
this one automatic movement, there 
appears on the dial—the correct 
size and width of the customer’s 
foot. 


Always the same, clock-like pre- 
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NATIONAL NEWS 











Fall Selling Hits Fast Pace 





Cooler Weather and Columbus Day Promotions Prove Unbeatable 
Combination in Metropolis, with Shoes in Prominent Place 


New York—Fall retail business in 
the metropolitan area hit a fast stride 
this week, beginning with the Columbus 
Day promotions, which are considered 
to mark the peak of the selling sea- 
son here. Newspapers, preceding the 
holiday, were filled with advertising, 
including many large space ads devoted 
to shoes. Window displays were never 
more appealing and the weather, which 
had been warm with frequent showers 
for several days preceding, turned cool 
enough to make an ideal shopping day. 

The merchants’ established custom of 
launching spectacular promotions for 
Columbus Day, with values that offer 
an appeal quite out of the ordinary, 
has made this a remarkable day for 
retail business, especially in the ap- 
parel lines. Schools and many offices 
and factories are closed, with the re- 
sult that mothers are glad to take ad- 
vantage of the opportunity to outfit 
their youngsters with cold weather ap- 
parel, and thousands of men and wo- 
men take advantage of the holiday to 
provide themselves with clothing and 
footwear at the favorable prices of- 
fered. 

Many of the big stores advertise 
rather startling one-day price reduc- 
tions for Columbus Day; for example 
R. H. Macy & Co. featured a popular 
women’s sport shoe which ordinarily 
sells for $5.98 at a reduction of a dol- 
lar, making the Columbus Day price 
$4.98. While few of the shoe stores 
make any effort to compete with de- 
partment stores in offering special 
price inducements for the day, never- 
theless they profit by the barrage of 
publicity laid down by the big stores 
and by the fact that the public has 
been educated to regard it as a Red 
Letter shopping day. 

Possibly the biggest single factor in 
swelling the volume of Columbus Day 
trade this year was the drop in tem- 
perature to a more seasonable level. 
While Fall business in New York has 
been generally good, and many stores 
have regularly beaten last year’s fig- 
ures, nevertheless it has lacked the 
stimulus that crisp, cool weather im- 
parts to trade at this time of year. 
Merchants say seasonable temperatures 
should supply the one thing needed to 





impart real zest to selling, and as cooler 
weather can almost be counted a cer- 
tainty from now on, they look forward 
to a distinct increase in sales during 
the remainder of this month and 
through November. 


New Brown Shoe Officers 


St. Louis.—Directors of Brown Shoe 
Company at a meeting held Oct. 6, 
elected L. H. Lindsey as treasurer, to 
succeed H. S. Hutchins, resigned, and 
C. P. Evans as secretary. Mr. Lindsey 
has grown up with the company, hav- 
ing entered its employ 31 years ago 
as a boy. Mr. Evans has been with the 
company 21 years, and has acted as 
assistant secretary. 

T. F. James, former sales manager, 
has retired from the company, and 
the sales management on June 1st was 
placed in the hands of Clark Gamble, 








Shoes for Sheep 





Or call them galoshes, or rubber boots if 
you will. Photo shows demonstration by the 
Ministry of Agriculture, at Wye College, 
near Ashford, Kent. The boots are said to be 
helpful in treatment of foot troubles by hold- 
ing dressings in position and safeguarding 
against dirt. Professor Sir Frederick Hobday, 
president of the Royal College of Veterinary 
Surgeons (left), is fitting a boot to a sheep, 
while on the right is S. A. E. Gachet, designer 
of the boot. 





in charge of the western division of 
the United States, and Gillett C. Welles, 
in charge of the eastern division. Mr. 
Gamble has been with the company 17 
years, having started in the sales de- 
partment as assistant to Mr. James, 
and working through the various divi- 
sions of sales responsibilities. Mr. 
Welles came with the company about 
eight years ago from the old firm of 
Rice & Hutchins, having been sales 
manager for that company in its Cleve- 
land district, and since coming with 
Brown Shoe Company has been in ac- 
tive charge of the eastern sales under 
Mr. James. Both Mr. Gamble and Mr. 
Welles were elected to the directorate 
recently. 

W. H. Ogden, also recently elected a 
director, has been placed in charge of 
Central Shoe Company, an associate 
selling branch. Mr. Ogden has been 
with the Central Shoe Company branch 
for 24 years in the sales department, 
and as manager of that branch has 
secured a well deserved promotion. 

The credit department of all sales 
activities -of the company are in gen- 
eral charge of E. L. Boneau, recently 
elected a director, and associated with 
the credit department for the last 
twelve years. 

Other officers of the company as 
heretofore are E. R. McCarthy and 
Walter E. Tarlton, vice-presidents. 
John A. Bush, president of the com- 
pany, reports sales for August and 
September show an increase for the two 
months of $721,000 over a year ago, 
with good prospects for the month of 
October. 





McElwain Heads Tacoma 
Retailers 


TACOMA, WASH. — Tom McElwain, 
has just been elected president of the 
Tacoma Shoe Retailers Association. 
He operates the McElwain Bootery 
here and came here two years ago. 
Formerly he operated a shoe store in 
Idaho for eighteen years. Florsheims 
for both men and women are featured 
and the Freeman line for men is car- 
ried. 





Army Shoe Bids Called For 


Boston, Mass.—The U. S. Quarter- 
master at Boston is calling for bids for 
making 48,720 pairs of army shoes, 
type B, the kind with leather middle 
soles and rubber heels. Bids are to be 
opened October 23. 





Lined Up for Next Spring 





First row, left to right: Richard Freeman, W. M. Hootkins, Phil Murkland, John Wickman, 
C. S$. Craney, F. J. Larkin, J. A. Beddow, Peter Fick, F. Heintz; second row, left to right: 


Herman Johnson, Ed Craney, 
W. C. Bohrer, M. L. Carroll, 
right: H. C. Freeman, H. T. Cary, H. M. 


C. A. Swanagan, Lee White, Charles Kloss, George Hutchins, 
Dick Winegar, H. S. Edwards, W. J. King; third row, left to 
pringer, George Gorman, W. O. Rice, Leon Kelley, 


R. E, Freeman, Carl Ortlund, John Mansker, John Tobias, Charles Clark, John Peters; fourth 
row, left to 2 President James, Hoyle Hinkle, Todd Gallagher, Sam Steineman, E. D. 
Adams, A. M. Fulton, Howard Gautier, R. W. Herbert, Kim Barton. 


Be.oir, Wis—The annual sales 
meeting of the Freeman Shoe Corpora- 
tion, was held in this city, Sept. 14-15. 
Every salesman, except Mr. Dailey and 
Mr. Bothwell, was present. 

On the morning of the 14th, R. E. 
Freeman presented the new Spring 
and Summer lines. The several new 
style innovations were very enthusi- 
astically received by the men. During 
the course of the style meeting, J. A. 
Beddow and Richard Freeman: as- 
sisted R. E. Freeman and explained 
the new features of the line. On the 
afternoon of the 14th, a general sales 
meeting was conducted by H. C. Free- 
man. George Hutchins announced 


winners of a Kentucky Derby contest 
and a five-week wind-up contest. Prizes 
were awarded to Leon Kelley and John 
Wickman. Short talks were also given 
by Mr. Lowe of the Erwin-Wasey Ad- 
vertising Agency; Mr. Finstad of Rem- 


ington-Rand; H. T. Cary, secretary and 
treasurer of The Freeman Shoe Corp.; 
Dick Winegar, credit manager, and 
John Tobias, office manager. 

After the day’s session a rally was 
held at Messer Lodge, at which the per- 
sonnel of the main office met with the 
salesmen for an evening of entertain- 
ment. 

The next day was devoted entirely to 
the advertising program. The meet- 
ing was presided over by M. L. Carroll, 
advertising manager. Zene Potter, J. 
A. Bairnsfather, and Charles Lewis, of 
the Erwin-Wasey Advertising Agency. 
gave short talks on the new program. 
Joe Ellif of the Curtis Publishing Com- 
pany, gave a clear picture of the part 
played by The Saturday Evening Post 
in the Freeman sales picture; Al Pastel, 
from Esquire, gave an interesting pres- 
entation of that publication and George 
Hutchins conducted a school meeting on 
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the Freeman Dealer Service. The 
salesmen,voted unanimously for a con- 
tinuatién of the Boot AND SHOE RE- 
CORDER advertising schedule. 

The closing, banquet was held at the 
Beloit Country Club, with George 
Hutthins as toastmaster. 


_ Edison Sales Show Gains 


St. Louis, Mo. — With a gain of 
22.82 per cent in dollar sales in Sep- 
tember over the same month of last 
year, Edison Brothers Stores, Inc., re- 
ports nine months volume of $14,016,- 
351.60 or an increase of 21.50 per cent 
over the corresponding period of 1935. 
September sales amounted to $2,086,- 
971.25 against $1,699,201.77 for the 
same month of last year. 

The company has 99 stores in oper- 
ation.as against 89 least year, or a gain 
of 11.24 per cent. 





Army Buying Leather Laces 


Boston, Mass.—Bids were scheduled 
to be opened at the Boston Quarter- 
master Depot on October 1, on 6000 
pairs of leather laces for use by the 
Army. Of these, 3000 pairs are to be 
rawhide, and 3000 so-called “Indian 
tanned.” Specifications call for laces 
which shall be three-sixteenths of an 
inch in width, 66 inches long, not less 
than five thirty-seconds of an inch in 
thickness and with a tensile strength of 
65 pounds. 


Baird Leases Shoe Department 


EVERETT, WASH.—Chester Baird who 
owns the Beard Shoe Store, has leased 
the shoe department in the Rumbaugh 
Department Store and will operate this 
in conjunction with the shoe store. 
This department was formerly leased 
by Al Rosenthal. 











a 


FNGLAN 


7 v 
. ’ 


U » \ 


i en, 
~~ c - 
el | ) 


+ ~ 
+ 








E e 
e 6 


Pullovers by 
Weinstat, 
New Yor k 


* Originated 
and copy” 
Allied Kid 
Company 
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St. Louis Shoes 





ST. LOUIS 
BRANDED SHOES 


Cancellations, Jobs and 
Samples 


MEN’S WOMEN’S CHILDREN’S 
Current mies From Top 
Grade St uis Factories 
And General Line Houses 
AT A PRICE 
fap fill ay needs for your special 
"While in town see Weil’ 


M. K. WEIL SHOE CO. 
1326 Washington Ave., St. Louis, Mo. 





Carton Labels 











Kaber's Opens in Pensacola 


PENSACOLA, Fia. — Kaber’s Shoe 
Store has been opened at the corner 
of Romona and Palafox Streets, here. 
This is a unit in the chain operated 
by J. B. and Al Toranto whose other 
eight stores are located in Tennessee, 
Alabama and Florida. Morris Rousso 
will serve as manager. J. B. Toranto 


bas recently returned from Paris where 
he has been studying shoe fashion 
trends. Greens, grays, blacks, blues 
and browns are the leading colors to 
be shown. Smart straps, high cut 
pumps, sandals and oxfords are the 
best models. 


BOOT 





New Fowler Foot Clinic 

LINCOLN, Nes. — Dr. A. G. Fowler, 
head of the Dr. Fowler Foot and Shoe 
Clinic, recently opened a splendid new 
store at 1207 N Street. He has the 
exclusively agency for Ground Gripper 
and Cantilever Shoes in Lincoln, and 
specializes in proper care of the feet. 





The front of the new Dr. Fowler Foot 
and Shoe Clinic embodies the ultra- 


modern in store front design. 


Dr. Fowler has been practicing in 
Lincoln for the past six years and was 
formerly located at 1826 Sharp Build- 
ing. He is a graduate of the Illinois 
College of Chiropody and Foot Surgery 
of Chicago, and is licensed to practice 
in Illinois, Kansas and Nebraska. 

The new store has been completely 
redecorated and a new front con- 
structed, the treatment of which is 
modern in every respect. The recep- 
tion room has been done in contrasting 
shades of blue, with silver trimming. 
Private fitting rooms, two private 
offices, two chiropody suites and an 
X-ray room have been included. New- 
est scientific fitting and treatment meth- 
ods are used. 


N.Y.S. Retailers Appoint 
Executive Council 


ROCHESTER, N. Y.—Harry H. Phelan, 
president of the New York State Shoe 
Retailers Association, has appointed 
the new executive council of the asso- 
ciation as follows: A. Beaumont, 
Albany; Harold A. Read, Binghamton; 
George P. Fox, Utica; Edward M. 
Flynn, Niagara Falls; John R. Lay- 
cock, New York. President Phelan is 
the chairman of this committee and 
Harry A. Chase is secretary. The ex- 
ecutive council has all the powers of 
the directors when it is inconvenient 
for the board to meet. 

At the recent Rochester convention 
a new committee, to be known as the 
convention executive committee, was 
created on the motion of J. L. Patton 
for the purpose of supervising the next 
three conventions. President Phelan 
has named on that committee the fol- 
lowing directors: J. L. Patton, Schenec- 
tady, chairman; Ernest R. Park, Don 
J. Burke, Leslie Gardner, T. Arthur 
Cohen. 
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MAKE USE 
of this 


NATURAL PATH 


from baby hie to your 
juvenile shoe department. 


For every child outgrowing 
ere eh rays pg ne 
gradua 
shota: Vhausuuds of those 


heres have worn Ideal Baby 
Shoes. Their parents will follow 
the of least resistance—to 


path 
Ideal Flexible Hard Soles— 
made for and sold in juvenile 
departments as the ideal link 
between soft and cushion soles 
and full-fledged juvenile foot- 


wear. 


Write us today for the com- 
plete details of. the Ideal Flex. 
ible Hard Sole line! 


MRS. DAY'S IDEAL BABY SHOE CO. 


DANVERS, MASS. 
Mannan Ha | ow pe lame 


IDEAL 


y FLEXIBLE HARD SOLES 


y which will bring more children into your 
9 


SS Za 


store for their first pair of full-fledged 
juvenile shoes. 








Economy Chain Opens 7th Unit 


MIDLAND, MicH.—The Economy Shoe 
Store, Inc., is opening a new store, the 
seventh unit of the chain, here, at 234 
Main Street, Gerald Goldfarb, presi- 
dent of the company, disclosed in De- 
troit recently. The company now oper- 
ates stores in Flint, Saginaw, and Bay 
City, with headquarters at Saginaw. 

The new store is being remodelled at 
considerable expense, and is designed 
to be the most modernistic store in the 
town of Midland. A moderne style 
front, with an individual interior using 
several mirrors, is planned. The store 
will be operated on a general family 
store policy. 

Business in upstate Michigan is im- 
proving rapidly, Mr. Goldfarb stated 
this week, basing his statement on oper- 
ations in the principal eastern cities of 
Michigan. Industrial employment is 
improving, and shoe dealers are finding 
trade going right along with the gen- 
eral trend. 





Sandal Production Started 


SeaBROOK, N. H.—Barr & Bloomfield 
have started the new sandal season, 
getting out sandals for 1937 with a 
large volume of orders reported ahead. 
Prospects are that the output on Fall 
and Winter schedules will be larger 
than a year ago. The factory has a 
oer of rising 2500 pairs of sandals 
daily. 
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FLEX-TO-FIT FAIRY LAST 


There is a Fairy Form for every 
type of shoe. Your choice of a 
variety of popular colors. Write for 
our catalog and display suggestions. 





forms 


yg 


It’s good-looking, it’s inconspicuous. And 
it brings out every little shoe feature, every 
little detail. 
as soon as it’s in the shoe. And your shoes 
will look alert, alive! So trim, they’ll start 
walking by themselves at any moment! 
Order Flex-to-Fit Fairy Forms now. They’ll 
spring your entire display into action! 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


United Last Co., Ltd., Montreal, Canada 


Northampton 


England 


Melbourne, 


Flex-to-Fit Springs Into Action 


Flex-to-Fit Fairy Forms are the most ener- 
getic shoe forms devised. Built to show 
your shoes daintily and in proper pro- 
portions, Flex-to-Fit fills the shoe form 
bill completely. 


Australia 


Flex-to-Fit springs into action 


Manufacturing Branches 


Paris 
France 


Frankfort 
German 


Mexico City, Mexico 











Little Demand for Novelty 
in European Footwear 


CAMBRIDGE, MASss.—More conserva- 
tive shoes, built for quality and long 
wear, rather than emphasis on fashion 
and novelty, are one of the striking 
differences between European and 
American shoes pointed out by F. E. 
Walch, Jr., of the Paris agency of 
Dewey and Almy Chemical Company, 
who is just returning to Europe after 
a two-months’ visit to the company’s 
home office. 

It is impossible to generalize, how- 
ever, because of the wide differences 
from country to country, Mr. Walch 
hastened to point out. In the south of 
France, for instance, the warm climate 
makes rope-soled sandals and felt 
slippers very popular among the mass 
market, wiile in Belgium the women 
desire greater firmness in street shoes 
because of the rough streets, and in 
Switzerland the topography and way of 
living make substantial shoes of good 
quality imperative. 

In most European countries shoe- 
making is still done in small to medium- 
sized (according to American stand- 
ards) factories, with a general ten- 
dency toward specialization in one con- 
struction of shoe except in the larger 
factories. In France, especially, the 
best quality shoes are custom-built, and 
there are tremendous numbers of cor- 
donniers or small boot-makers making 
a few pairs of high-grade shoes a week 


or even a month. For Holland Mr. 
Walch has a special word of praise be- 
cause of the low prices and high qual- 
ity of the shoes manufactured there. 

Generally in Europe there are fewer 
types of shoes sold than in this country 
and the public does not seem to have 
the same urge toward the new and 
novel. This is partly, Mr. Walch be- 
lieves, because there are fewer people 
in Europe who can afford to buy several 
pairs of shoes to meet current style 
whims, partly because merchandising 
of footwear from a fashion angle is no- 
where nearly so well developed as in 
this country, and also because markets 
are restricted by frontiers and tariffs. 

Mr. Walch, who heads the Paris 
agency, is returning to Paris this 
month, taking with him many new ideas 
on American shoemaking methods and 
merchandising features. 


Jack Clark With Walter Booth 


MILWAUKEE — Jack Clark will rep- 
resent the Walter Booth Shoe Co., of 
Milwaukee, in Oklahoma and Arkansas. 
He left for his territory last week and 
is sure to pass on to many a shoe mer- 
chant the enthusiasm he has for Crosby 
Square shoes. Jack is well known 
throughout the middle western terri- 
tory and has been one of the key men 
who for several years helped make a 
success of the shoe merchants’ conven- 
tions in Iowa. 


Dunde Moves Headquarters 


CHICAGO, ILL.—Chicago again proves 
itself to be a,-magnet for business men 
with the announcement from Michael 
K. Dun that he has moved his head- 
quarters for the Dunde Shoe Reshap- 
ing Devices, Inc., from New York City 
to Room 1811, The Republic Building, 
Chicago. “This move,” says Mr. Dun, 
“was made in the belief that the cen- 
tral location of Chicago would enable 
us to give better service and deliveries 
to our customers throughout the West, 
and we will, of course, still maintain 
a New York office and our factory at 
Lynn for the convenience of our East- 
ern customers.” 


Jesse Owens Guest of 
Kinney Baseball Team 


HARRISBURG, Pa. — Jesse Owens, 
olympic star, and his wife were guests 
October 1 at a banquet in honor of the 
Kinney Shoe Company baseball team, 
champion of the City League and 
Greater Harrisburg. In addition to Mr. 
Owens, speeches were made by Don 
Potter, general manager of the local 
Kinney branch; Ken Cassell, John 
Tress, H. Rhoads, George Cockill, Jr., 
Al Clark, sports editor of the Morning 
Telegraph, and Bus Funk, sports writ- 
er of the Evening News, who presented 
the team with a trophy. 
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PROFESSIONAL 
BOWLING SHOES 
PRICE 


Women’s Onxfords- 
$2.35 5¢ less 
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Dancing Shoes and Taps 
TAP 
DANCE 
SHOES 
In 
Stock 
Patent Leather 
Wiveee’ $1.45. r 
White Kid Women’s Misses’ Sizes 
Wines'st30 | ABO 2%-8 tied 


— Owens SHoECo. = 
—— 28 Goodhue St., Salem, Mass. —— 

















Arthur H. Foster 


DANBURY, CONN.—Arthur H. Foster, 
well’ known in the retail shoe trade 
here, died recently on his 40th birth- 
day. For many years he was asso- 
ciated with his father in the shoe busi- 
ness and for the past eight years had 
operated his own store here. He is 
survived by a widow and a son. ‘ 





Obituary : 
Walter E. Bittner 


PORTSMOUTH, 
Oxn1Io — Walter E. 
Bittner, sales rep- 
resentative for 
The Irving Drew 
Co., of Portsmouth, 
in the southwest- 
ern part of the 
United States, suf- 
fered a fatal heart 
attack Sunday, 
Sept. 27, at The 
Menger Hotel in 
San Antonio, Tex. 

Mr. Bittner had 
traveled for The Irving Drew Co. 23 
years in practically the same terri- 
tory. He was well known in that sec- 
tion and to customers and friends of 
the company. The burial was held in 
Portsmouth, Ohio, of which city he was 
a lifelong resident. 








John A. Gardner 


Boston, Mass.—Word has been re- 
ceived here of the death in Los Angeles 
of John A. Gardner, well known in the 
shoe and leather industry and a past 
president of the Boston Boot and Shoe 
Club. From 1907 until his retirement 
in 1925, Mr. Gardner was manager of 
the American Oak Leather Company in 
Boston, and made his home in Newton. 
He had been connected with the leather 
business since 1880, at which time he 
associated himself with the St. Louis 
office of the American Oak Leather 
Company, rising to a managerial posi- 
tion. 

In addition to being one of the best- 
known leather executives in the country, 
Mr. Gardner was also active in fra- 
ternal orders and was a thirty-third 
degree Mason. He was 79 years of age. 

Surviving are his widow, Mrs. Bertha 
Gardner; two daughters, Edith and 
Ethel; and five sons, Harry A. Gard- 
ner, of the American Oak Leather 
Co.; John, James H., Samuel and Wil- 
liam. 

Funeral services were held October 6 
at his home, 215 South Ferrano Avenue, 
Los Angeles. 


Gilbert A. Coutchie 


MuskKEGON, MicH.—Gilbert A. Cout- 
chie, 73, pioneer resident of this city 
and a prominent shoe retailer here for 
many years, died at his home October 1 
after a long illness. For many years 
he was a director of the Muskegon 
Chamber of Commerce. Surviving are 
two sons and three grandchildren. 





George H. Lucas 


SPOKANE, WASH.—George H. Lucas, 
70 years, a pioneer shoes merchant, 
died recently at his home at W633 
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TRADE MARK REGISTERED 
The perfect leather innersole 








Demand for better 
quality is most eco- 
nomically answered 
by Van Tan Inner- 
soles. 









VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 
also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 














Cleveland Street, this city. He served 
for 30 years as secretary of the 
Imperial Lodge of the I. 0. O. F. Since 
disposing of the shoe store which he es- 
tablished at Indiana & Monroe Street 
and operated for a number of years, 
he was an officer in the court house un- 
til recently stricken in health. 





James B. Shannon 


DAYTON, OHIO — James B. Shannon, 
84, operator of a shoe store in West 
Carrolton, Ohio, died here in Miami 
Valley hospital October 1, as the result 
of complications from a leg injury. 
He was a member of the school board 
at one time, also teaching in the Meth- 
odist Episcopal Sunday school for about 
35 years, as well as being Sunday school 
superintendent for 25 years. A niece, 
Mrs. Ray Stubbs, is his only immediate 
survivor. 





Charles Wyant } 


ANDERSON, IND.—Charles B. Wyant, 
64, proprietor with his son, Paul Wy- 
ant, of the Wyant Shoe and Hat Shop, 
at 1812 Meridian Street, since 1920, 
died at his home here. He had been ill 
for more than a year. He is survived 
by five sons—four living in Anderson— 
and three daughters—two wees in An- 
derson, 
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IT’S YOUR FORM THAT COUNTS! 


Swinging at a golf ball, riding a horse—and 
displaying your shoes, it’s your form that 
counts! 

Inferior forms inside your shoes can make 
this season’s best seller resemble a well-worn 
boudoir slipper. Keep your shoe displays 
sparkling, brilliant. Your shoes should look 
as tho’ they’ve just stepped from a bandbox! 
Fresh and fit! 

Use Fairy Forms inside your displayed shoes. 
Your shoes will look as perfect as you want 
them to. Each line in line. Each detail 
brought out to perfection. Fairy Forms will 
be the beginning of the sale. Use them exclu- 


sively. 


SHOE FORM CO., Inc. 





AUBURN, N. Y. 


United Last Co., Ltd., Montreal, Canada 


Northampton 
England 


Melbourne, Australia 


Manufacturing Branches 


Frankfort 
Germany 
Mexico City, Mexico 


Paris 
France 











A Shoe Store's Who's Who 


*BoutperR, Coto. — On a  “Get- 
Acquainted” page of the Boulder Daily 
Camera recently, there appeared, 
among many other cartoons, accurate 
pen-and-ink drawings of all regular 
members of the staff of the La Torra 
Shoe Co., 1227 Pearl Street. The names 
of the store and of the employees were 
not given, but a “clue” was furnished 
in the names of the shoes carried. 

The cartoon represented a girl ex- 
claiming, “O! What pretty Fall styles!” 
One.after another, the salesmen ex- 
plain, “Yes! And they’re Foot Savers, 
too!” “And Red Cross!” “And Pedigo,” 
“And Nunn-Bush,” “And Osteopathic 
for Men!” 

It was an excellent plan to get Boul- 
der folks acquainted with the store per- 
sonnel. Four prizes amounting to $25.00 
were offered for the most complete, cor- 
rect and neatest information concern- 
ing the faces pictured on the two-page 
spread. 

A contestant, however, must not only 
identify the store and give the last 
names of the men, but spell the names 
correctly, and give them as commonly 
used—thus, John Henry Jones might 
be known as “John Henry,” “Johnny,” 
“John H.,” “J. Henry,” “J. H.,” or he 
might have a nickname, such as 
“Chuck.” It became necessary, there- 
fore, for each contestant to call at the 
store, with ad in hand, get acquainted 
with the manager and each clerk, and 


Quality More In Demand 


High Grade Florida Shop Finds 


MIAMI, Fia.—At the Nankin Shoe 
Store, Inc., 166 E. Flagler Street, 
suede and black patent 3 and 4-eyelet 
ties and a high-riding pattern pump 
have been highlighted as fashion shoes 
for Fall wear. Gabardine with a neat 
stitched trim as well as gabardine with 
a calf trim, has also met with cus- 
tomer approval. In colors it is the 
dark brown that is most outstanding. 
Blue, black and gray, in the order 
named, are in the picture. Novelty ties 
and straps are popular. Straps are 


Price To Be of Minor Importance 


wider this year than they were last 
season. 

Nankin’s are showing black patents 
that have met with acceptance. A 
square toe, square heel pump is very 
good and a wide T-strap is also taking 
well. Both these shoes have high heels. 

There is a definite trend toward 
better merchandise this season. Par- 
ticularly in the more conservative 
types of shoes, there is less price re- 
sistance. It is quality and style that 
are demanded, not price. 





get from him exact spelling of his 
name, and the form he commonly used. 

The contest created lively interest in 
Boulder and served to bring in close 
contact businessmen and their pros- 
pects. 

The cartoons were drawn by Carl A. 
Postelthwaite, a nationally known car- 
toonist. 


Returns to Former Post 


CINCINNATI, OHIO—Philip Hamburg, 
former head of the shoe department of 
the Gidding Company, after a year’s 
‘absence in the East has returned to his 
former position. A serious illness of 
two months delayed his return. 


Baby Shoes Displayed 


Boston, Mass.—In one of the lob- 
bies of Boston’s North Station are dis- 
play windows for use by New England 
manufacturers. One of them currently 
carries a display of footwear made by 
Mrs. Day’s Ideal Baby Shoe Company 
of Danvers, Mass. Three types of 
shoes are shown—soft soles for very 
young babies, intermediates for chil- 
dren who crawl but do not walk, and 
hard-soled footwear for baby’s first 
steps. In addition, slippers are shown. 
The display is attractively arranged 
on the floor of the window and on.a 
short flight of three steps backed in 
the rear of the window by a-giant pic- 
ture of a sleeping child. 
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Riding Boots 
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ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 
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Dancing Shoes and Taps 
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Pat. Tap Slippers 
IN STOCK 
ar (Torn) 
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only. 
ALSO LOWER GRADES 


Semmaase Bh HERDER, INC., eerns. 
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TAP DANCING SHOES 


IN-STOCK 
PATENT 
LEATHER 


Women's . 
$1.25 
Misses 
$1.15 

mse ni Children's 
also, white kid 10¢ pair extra $1.10 

BLOG SHOE COMPANY 

147 Duane St. New York, N. Y. 




















Canadian Imports Increase 


MONTREAL, CANADA—August imports 
into Canada of footwear amounted in 
value to $109,147 as compared with 
$81,986 a year ago. The total from 
the United Kingdom was worth $32,- 
396 and from the United States $64,- 
795. Exports of Canadian made leather 
footwear during August amounted to 
25,952 pairs at $53,361. In the same 
raonth last year there were 9888 pairs 
at $24,328 exported. The United King- 
dom was the purchaser, fol- 
lowed by New Zealand, Jamaica and 
Newfoundland. 


Trade 
Literature 


Thompson Bros. Shoe Company has 
issued a small catalog devoted ex- 
clusively to one of their feature lines— 
the Thompson Ostendo Nailless Shoe. 
The advertising phase “slipper com- 
fort from the first day” is illustrated 
by a series of pictures showing the 
extreme flexibility of the shoe which, 
it is claimed, not only flexes easily 
but can be twisted, turned or bent 
in any way. Features mentioned in the 
catalogue, in addition to flexibility, are 
the flexible arch supporting action of 
the shoe when in use, the 100 per cent 
welt construction (the welt goes en- 
tirely around the forepart and heel of 
the shoe), the absence of lasting tacks 
and nails, the cushioned comfort 
achieved by a specially prepared filler 
between outer and inner sole, and the 
quality and style. Nine styles are 
featured in the 16-page booklet and an 
unusually large number of dealer helps 
are offered. 


The Central Shoe Co. has mailed to 
customers its new Fall catalog, showing 
Robin Hood and Official Boy and Girl 
Scout shoes, to 14,000 she merchants. 

The catalog contains 112 pages of 
beautifully illustrated shoes. One of 
the features is a full description of all 
the shoes and also of all the dealers’ 
helps, which are illustrated along with 
the shoes so that a dealer can present 
each line of shoes with these advertising 
helps. 





The Mishawaka Rubber & Woolen 
Mfg. Co. have just released their new 
catalog for the 1936-1937 season, illus- 
trating in natural colors their com- 
plete line of rubber footwear, sport 
shoes, and woolen socks, Throughout 
the catalog are interesting photo- 
graphic illustrations showing the 
many uses of the Mishawaka line, and 
merchants will find this an easy catalog 
to order from. Copies will be gladly 
furnished on request. 





The J. P. Smith Shoe Company have 
just released their 1936-1937 catalog 
of Smith Smart Shoes for Men illustrat- 
ing in natural color thirty-one new 
styles carried in-stock. Merchants will 
find this an interesting and easy cata- 
log from which to order, and copies will 
be gladly furnished on request. 





Martin Brothers Open New Shop 


PALATKA, FLA. — “Mar-Twin” Shoe 
Store is the name by which the newly 
opened shoe store operated by Alton 
and Elton Martin will be known. A 
prize was offered for the best name 
submitted, and as the owners are twins, 
this the coined word “Mar Twin” is 
quite appropriate. 
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PUN OX? 






By whatever ul you determine 
your selection of a hotel—service, excel- 
lent restaurants, prestige of name, out- 
standing room values —the Hotel Lennox 
measures up. In addition, you can step 
into the heart of downtown St. Louis right 
from the door. 
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COMPLETE 

FABRIC $ 90 
SHOE DYE rN 
DEPARTMENT 






FURNITURE 


Footwear is essentially a matter of style and 
comfort . . . and the modern shoe store should 
reflect these elements in its furnishings. Success- 








































Set Includes: 


The set of 30 Concentrated Colors make 150 shades, all you 
will ever need. 


30 hotties Gadi G 
ful merchants everywhere have found that Howell t pint ‘Gadl Base. Seturien H } Dropper 
Chromsteel Furniture provides the correct set- | doen, Bettie Galt Seac Qutntion i 
ting which a Is to both men and women 1 4-02. Bottle Gadi Dye Remover 3 Bottl 

8 ppea | 4-02. Bottle Gadi Dye Neutralizer —_-_ 





patrons. It is refreshingly modern. 
: < This remarkable set gives you a complete—extra profitable fabric 
Send for the new Howell catalog—it dye department. So simple to do a boy can use. This set, made by 
contains many practical suggestions, the makers of famous, world-wide selling Gadi Leather Dyes, is sen- 
sationally bringing hundreds of extra dollars to thousands of dye 

departments. Order from your jobber. 


HOWE | | srecigsss GADI INC. 


Conrad to Make P.C. Shoes Modern Shoe Shop in Charleston 


New York—L. A. Leopold, general 
manager of the Physical Culture Shoe 
Co., announces that the Conrad Shoe 
Company of North Abington, Mass., 
has been awarded the rights to manu- 
facture the complete line of men’s 
Physical Culture shoes. 

The Conral Shoe Company was 
chosen to manufacture the men’s Physi- 
cal Culture line, from aJarge number 
of shoe manufacturers who were desir- 
ous of obtaining these rights. 

Frank Quigley, head of the Conrad 
Company expressed great satisfaction 
after completing these arrangements. 

The Conrad Shoe Company has en- 
joyed steady growth since its inception 
r twenty years ago, and has built an out- 
standing reputation for value, quality 
and styling. 























Neri to Manage Gilmore's 


PROVIDENCE, R. I.—J. F. Neri, for- 
merly associated with the Sterling Shoe Charleston, S. C._—The new Marilyn Slipper Shop, recently opened here, is the newest in 
Store, has been appointed manager of the Marilyn chain and one of the most modern retail shoe stores in the South. 

Gilmore’s Pretty Shoes Store, 232 West- A pleasing color scheme is carried out in this new shop with the fixtures of natural bird's- 
minster Street, where he succeeds eye maple. Fitting chairs are of chrome steel upholstered in red leather. The floor is covered 
Alfred A. Jeffery. from wall-to-wall with a rubber flooring in three colors and the name of the store carried out 

George Lapp also becomes assistant in the flooring just inside the entrance. 
manager, having more recently been This store is under the management of Milton Fielding who formerly was in charge of the 
associated with the Red Cross Shoe De- Marilyn store in Augusta, Ga. 
partment at the Callender, McAuslan 
& Troup Co., local department store. later was manager of a shoe store in Quality line of shoes, and has made a 
He was formerly associated with the Lowell, Mass. separate department of that line at the 
Walk-Over Shoe Store of this city and The store has taken on the Queen rear of the store. 
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New Arthur Kent Stére Opened 


INDIANAPOLIS, IND.—A_ new store was 
opened recently here, by Arthur Kent, 
Inc., at 80 North Pennsylvania Street. 
Similar stores are maintained by this 
company in New York, Brooklyn and 
Syracuse, N. Y.; Paterson, N. J., and 
Bridgeport, Conn. 

Edward Haldy; who has been long 
identified with the retail shoe business 
in this city, has been named manager 
of the new store. Mr. Haldy was as- 
sociated with J. C. Hart in the opera- 
tion of the Fashion Shoe Store, an ex- 
clusive shop for women, for many 
years. More reéently he was connected 
with the shoe department of a local 


department store. 
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Greenville Firm in New Quarters * 





The new home of the Patton, Tilman and Bruce Company, completely modernized 
and renovated, is an outstanding example of the modern shoe store and one of the 


finest stores 


GREENVILLE, S. C.—Boasting one of 
the finest shoe stores in the South, Pat- 
ton, Tilman and Bruce company are 
now occupying their handsome new 
quarters at 221 North Main Street. 
The building has been modernized 
throughout, a new front has been in- 
stalled and new furnishings have been 
put in. 

New walnut cases have been installed 
along the walls on the main floor. At- 
tractive lighted walnut display cases 
have been placed at the front end of 
the store and one entire corner is be- 
ing used for the hosiery and bag de- 
partment. Individual new chairs are 
now used by the customers instead of 
the lines of seats formerly in use. 

The basement was fitted out and is 
being used for low price goods. The 
children’s department is at the rear on 
the main floor. The second floor is used 
for storing goods. The main floor is 
kept cool and comfortable by means of 
whirlwind electric fans. 


in the South. 


One of the outstanding features of 
the new store is the ladies’ lounge on 
the mezzanine floor. The lounge is 
fitted out with comfortable chairs and 
curtained off. Shoppers are welcome to 
use the lounge for resting while down- 
town and for meeting friends. 

The firm is now 37 years old and is 
the oldest shoe firm in the city and 
one of the oldest in the State. The com- 
pany started out at the old quarters 
at 10 and 12 South Main Street under 
the name of Pride and Patton, was 
later changed to Pride, Patton and Til- 
man and then became Patton, Tilman 
and Bruce, the name under which it 
now operates. There are now 12 regu- 
lar clerks in the store. 

In men’s shoes, the store handles the 
following brands: Florsheim, Clapp, 
Nunn-Bush, Friendly Five, Walkover, 
Matrix and Men’s Arch-Preserver. In 
women’s shoes, the following brands 
are handled: Rice-Oneil, I. Miller, E. P. 
Reed, Paradise, Foot Saver and Matrix. 





Hess to Open Branch Store 


BALTIMORE, Mp. — One of the most 
important additions to the exclusive re- 
tail shoe field of Baltimore in years, 
will be effected early next year when 
the prominent shoe firm of N. Hess 
Sons, Inc., will open an additional 
branch store at 312-314 North Howard 
Street, in the heart of the shopping 
district of the city. The concern will 
occupy a three-story structure, at that 
location, which will be distinctive in 
every detail and undoubtedly will be 
the most outstanding retail shoe shop 
in this section. It will be completely 
modern in every detail and will be con- 
structed to the designs and specifica- 
tions of the shoe firm. 

The two three-story buildings now 
occupying the'site, will be torn down, 
and a completely new structure, dis- 
tinctive and outstanding in design will 
be erected according to plans drawn up 
by a local architect but in accordance 
to the specifications of the firm of N. 
Hess Sons. Ideas for this new N. Hess 
Sons shoe shop have been secured from 
outstanding shoe shops in London and 
Paris as well as leading shoe centers 
of the United States. There are several 


London shoe shops and one in Paris, 
together with a number in the United 
States from which ideas have been 
taken and which will be incorporated 
into store. 

An outstanding feature of the new 
Hess shop will be that it will be com- 
pletely air-conditioned throughout. This 
will be the first completely constructed 
new shoe shop in the city to be thus 


equipped. 


To Plan Spring Buying 

Detroit, MicH.—According to an an- 
nouncement made recently by R. J. 
Schmidt, president of the Michigan Re- 
tail Shoe Dealers Association, retail 
shoe merchants have decided to plan 
Spring buying so orders will be placed 
at the annual convention of the asso- 
ciation, which is to be held in Detroit, 
January 10 to 12. 

More than 1200 shoe men attended 
the convention when it was held in De- 
troit last year, and it is expected that 
more than 2000 will attend this year. 
The convention will be opened with a 
stag jamboree on the opening night, 
followed by the annual banquet the 
next evening. 
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“< 
THE SHOE BUYING CENTER 
IN NEW YORK 
the crossroads of the trade . . . where 


the season's newest and most significant 
shoe styles are now on display. 


Shop the Marbridge Building for auth 
Se thee sabe te emtioms hte 
shoe industty's leading gn 

- conveniently assembled under one 





roof . offer you a splendid oppor- 
tunity to look before you buy. 


528 BROADWAY a 34ST 


DS.MACDONALD Mer. NEWYORK 





COMMERCIAL 
FACTORING 





Many shoe manu- 


facturers, through 











Commercial Factors 
Corporation, are dis- 
counting their ac- 
counts receivable in 
order to finance in- 


creased production. 


COMMERCIAL FACTORS CORPORATION 
TWO PARE AVENUE, NEW YORE 














Profit Performance Records 


[CONTINUED FROM PAGE 59] 


all the boys on the floor can see it. All records are 
kept by Mr. Walters and his assistant. Particular 
stress is made on the “type of adjustment” subject. 
Beside the chart is an “Adjustment Legend” designed 
to help the record keeping. This reads: 
. Breasting 
. Broken shanks 
. Pulled out at sole 
. Broken out uppers 
. Broken heels 
. Skiving down seams 
Tapering sides 
. Split material 
Toe tips 
Heel tips 
. Half solés 
. Mushy counters 

M. Poor stock 

N. Stretching out of shape 

Store errors do not enter into this chart, therefore 
the occasional misfitted shoe problem is considered 
an entirely separate transaction. The management has 
found this to be an excellent way of controlling 
trouble with shoes. Then, too, it helps concentrate 


PAS rAOsBoAnp 


buying and also safeguards the concerns who furnish 
the store with good shoes. 

One manufacturer’s record reveals that eighty-eight 
per cent of this firm’s last season purchases were sold 
at full retail price; that only two per cent of the shoes 
bought were P.M.ed and that less than one-half of 
one per cent were returned to the store. As this was 
a line in which fashion played an important part, the 
store management feels that this is an excellent showing. 

Against this were some shoes purchased from a new 
account and the chart showing was quite bad. From 
one to three pairs came back from broken shanks, 
while numerous other troubles developed. 


Nunn-Bush Advance Dividend Date 


MiLwavuKEE, Wis.—Directors of the Nunn-Bush 
Shoe Co. have voted to advance the dividend paying 
date one month to coincide with the end of the fiscal 
year on October 31. The following dividends, cover- 
ing a four months’ period, will be paid November 1 to 
stockholders of record October 15: First preferred, 
$2.331/3 per share; second preferred, $2.50 per 
share; no par common, 75 cents per share. 
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GARDINER LASTS 


For two generations New England Shoe Manufac- 


i; 


DINER COMPANY -: LYNN, MASS. 


turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 

Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England av- 


thentic service at all times. 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 








140 FEDERAL STREET, BOSTON, MASS. 














When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL /S SERVIC 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N.Y 


ft. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


STEWART & PoTTERCO, THE LAST WORD  ynitep tastco., tro. 


BROOKLYN, N. Y. U N ] T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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SALESMAN WANTED 


POSITION WANTED 


HELP WANTED 











WANTED 


Salesmen to sell popular in stock line of 
women’s high styled novelties. Strictly com- 
mission. Must have established trade. May 
carry non-conflicting line. (Kentucky & Ten- 
nessee), (Chicago & Illinois). Send list of 
accounts sold and references. 


HANNAHSONS 


Haverhill Mass. 











T2 sell women’s novelty shoes in Maryland 
and Virginia, including Baltimore and Wash- 


ington. ust have establis! trade and, in 
applying, give ience and references. Strictly 
commission. COLE CO., INC., 134 


FRIED- 
DUANE ST., NEW YORK CITY. 





EXPERIENCED SALESMEN who are inter- 
4 ested in making a change for a better proposi- 
tion are offered a strong line with a nationally 
known manufacturer and distributor of In-Stock 
Women’s Novelty Footwear. We are planning 
an unusually strong sales campaign for the 
Spring, 1937, BR Fey are interested 
in a ALIFORNIA: INDIANA-OHIO; WIS- 
CONSIN; CAROLINA or FLORIDA territory, 
write giving selling experience and age. 
Address E-968, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WE manufacture women’s Arch type shoes to 
retail for four dollars and would like to 
communicate with salesmen now calling on de- 
rtment and retail stores. To producers we 
ve an unusual opportunity. Please give us 
complete details of yourself, line you are now 
carrying, territory you are covering and whether 
you wish to represent us exclusively or with a 
non-competitive line. Address E-969, care Boot 
| ag  - cre 239 W. 39th Street, New 
ork, N. Y. 





WELL-KNOWN children’s in-stock house wants 
salesman for southern Illinois, Kentucky and 
Indiana. No missionary work necessary as ac- 
counts are developed. n start earning immedi- 
ately. Excellent as side line. Address E-970, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, Ill. 





WELL-KNOWN children’s line stocked in 
Chicago wants salesman for Wisconsin and 
Minnesota. Excellent as side line. Address 
E-971, care Boot & Shoe Recorder, 209 South 
State Street, Chicago, Ill. 


SEVENTY PER CENT of the population need 
and will buy this new patent foot appliance. 
Nothing like it on the market. Big repeater. 
Sample may be carried in pocket. etails 
$2; dealer discount 50 per cent; salesman’s 
commission 25 per cent on both new and repeat 
business. A few choice territories still open. 
State qualifications and territory regularly cov- 
ered. . B Gen. Mer., 31 W. Market 
St., Akron, Ohio. 


ANTED: Shoe Salesmen for the northwest- 

ern States, to sell on a commission basis 
for nationally known manufacturer of women’s 
leather sole slippers and popular priced shoes 
and sandals to retail from 59c to $1.50—in stock. 
Excellent line for live wires. P. O. Box M— 
South Norwalk, Conn. 














Here is the man for you! 
Ready to start at once! 


For 25 years this man has been en- 
gaged in the manufacture of the 
nest quality footwear in the United 
States. Sige ne ae experienced in 
roduction, styling, buying and sell- 
ng he wishes to become associated 
with some good shoe manufacturer 
in any part of this country. He has 
the best of references and is well 
known to the entire shoe industry 
in the East and Middle West. Will 
consider any fair proposition. Ad- - 
dress E-965 care BOOT & SHOE 
RECORDER, 239 W. 39th Street, 

New York, N. Y. 








AVAILABLE 


for Metropolitan New York 


A well-known, high-grade salesman 
who has for 20 years successfully 
represented one of the largest Shoe 
Manufacturers of this country. 

He is desirous of getting'a complete 
line of children’s quality Shoes— 
Boys’ and Girls’ Shoes—for the re- 
tail and jobbing trade—the retail 
end preferred. 

The very best of references can be 
supplied. 


Address E-966, care Boot & Shoe 


Recorder, 239 West 39th Street, 
New York, N. Y. 


ANTED: Energetic, capable man between 
Wx of 25 and capable of taking charge of 
stock control and stock records in footwear fac- 
tory, but preferably with experience in slipper 
industry. Opening with future for right man. 
Also, Lag use paeiee yous a wit! Nag HH 
ence in production, preferably in slippers. - 
dress E-967, care Hoot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





LINE WANTED 


WOMEN’S or children’s popular price for well- 

rated accounts, Metropolitan area. Can han- 

dle collections. Address E-974, care Boot & 

wee Recorder, 239 West 39th Street, New York, 
a 2 








SALESMAN with good following desires ui 
lar price children’s or women’s line for Metro- 
litan area. Able to finance self. Address 
-975, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





WANTED TO PURCHASE 


WANTED—Modern Shoe Shelving for wo- 
men’s shoes, single pairs, location immaterial. 
Also Modern Chairs, Chromium and Leather. 
a Modern, P. O. Box 1131, Wilmington, 


























MANAGER, buyer, assistant or salesman, 

popular-price shoes, 15 years’ experience, 31, 
married. Address E-972, care Boot & Shoe 
a aml 239 West 39th Street, New York, 





EXPERIENCED fitting room expert wishes 
iti ledge of designing. Address 
Shoe Recorder, 239 West 

39th Street, New York, N. Y. 





FOR SALE 


TWO-STORY and basement brick factory build- 
ing in good condition, containing 24,000 
square feet floor space, located in a thriving, 
Eastern Pennsylvania town of 3,500 population. 
Can be purchased for $18,000. Address E-947, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








SCHOLL Arch Support Stock for Sale—in- 
voices $475—take $195. 1546 N. Illinois 
Street, Indianapolis, Ind. 


Buyers of Surplus Stocks 
from’ manutactarers. Josbers or retailers. 
QUANTITY NO OBJECT 
KiRSCH-BLACHER CO., Inc. 

106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








CASH FOR BRANDED SHOES 


Men's, Women’s—Faetory or Retail 
Wanted: Red Cross, Florsheim, Arch Preserver, 
Enna Jettick, ete., Nunn-Bush, Bos- 
tonian, Walk-Over, ete. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone WORTH 2-5180, 5181! 











WE BUY 

Entire or Surplus Wholesale and Retail ( ' 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Bte. 

IRVIN RUBIN 

“The House of Jobs’’ 

Reade St., Cor. Church 





89 
Phone Barclay 7-7887 New York City 








mum charge, 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


&S Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gg 
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| MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








Patent Warning Notice 


We desire to notify all retail shoe stores that we are the owner of United States 
— Patent Number 2,028,321, dated January 21, 1936, for shoe Re-Shaping 
e. 
It has been brought to our attention that various retail shoe stores have been 
purchasing shoe reshaping appliances which constitute an infringement upon 
the aforesaid Letters Patent, and the purpose of this notice is to notify all retail 
shoe stores that by purchasing or using shoe re-shaping appliances which in- 
page the aforesaid Letters Patent they are rendering themselves liable to us for 
infringement of the aforesaid Letters Patent and an accounting for the damages 
we have sustained and the profits they have made by reason of their use of the 


infringing appliances. 


facturing or usin 


fringing devices. 





ROOM 1811, 209 S. STATE STREET 


We intend to vigorously prosecute all manufacturers or retail shoe stores manu- 
shoe re-shaping appliances which infringe our said patent, and 
we warn the trade against incurring liability by purchasing or using such in- 


DUNDE SHOE RESHAPING DEVICES, INC. 


CHICAGO, ILLINOIS 








PROTECT AND IMPROVE YOUR SALES WITH 
MANOLIS PRODUCTS 
Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 


4246 North Crawford Avenue, Chicago, Illinois 
Side Line Salesmen Wanted. Please furnish references with application. 











Increase Your Sales 


Install the SHOE DOCTOR SHRINK- 

ING DEVICES and give your cus- 

tomers shoes that conform to their 

feet and fit perfectly and scientifically 
in every detail. 





These shrinking devices. enable you _ to 
make all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
fullness from around the 
top of shoes, preventing 
slipping at the heel or 
gaping at the sides, and 
by removing wrinkles 
from quarters, vamps, 
and linings. These de- 
vices when used with 
our specially prepared 
fluids, which are scien- 
tifically necessary, 
shrink fullness from all 


$19.50 
leathers or fabrics with- 


Curved type iron = out harm to either. 
Send your order or write for detail in- 
formation. 

Special combination offer $25.00 (fluids in- 
o—aee in above prices) f.o.b. Indianapolis, 
ndiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 


PAT. NO. 1990143 








BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 
this new. and dignified profession. Home Study 
Course, including working models and equipment, 
furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
665 Broad Street Newark, N. J. 

















Lincoln Boot Shop Opened 


WILKINSBURG, Pa. — T. R. Cothery 
opened the Lincoln Boot Shop at 809 
Wood Street here recently. The store 
features popular priced shoes for all 
members of the family. A novel fea- 
ture is an exclusive department for 
children. Free souvenirs were given 
every customer on opening day. 

The store is modern in every detail, 
boasting in the latest in shoe fixtures. 
A neon sign will be erected in the 
front in the near future. 


PREVENT LOST SALES! 


THERE is a way and a proven way 
to give all customers (even the hard- 
to-fit) shoes that fit perfectly and 
comfortably. It’s a way that’s now 
used by thousands of wide-awake 
retailers who enthusiastically en- 
dorse it. It consists in reshaping 
shoes to conform to the individual 
foot. It’s so simple that any of your 
employees can use it. Inexpensive 
to operate, too. Write for details or 
grasp this— 


SPECIAL 
Combi: 


Machine and Han 
iron, Complete, $35. 
F.0.B. Lynn, Mass. 


DUNDE RESHAPING 
_ DEVICES 
Republic Building, 
209 South State St. 
Chicago, Ill. 








Bamberger Basement Remodeled 


NEWARK, N. J.—The extensive shoe 
department of the Bamberger Base- 
ment Store is being completely re- 
novated, redecorated and_ restocked. 
The department, which features the 
Ann Stevens shoes, is being modernized 
as part of the celebration of the store’s 
14th anniversary. All new appoint- 
ments will also be put in. The project 
will be completed the latter part of 
October. 








Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 


(either in cards or book form) con 
Enjoy Cocktails in the PICCADILLY CIRCUS BAR! 


Ask for a copy of “1,001 FACTS about N. Y.!’’ 


HOTEL PICCADILLY 


45th St., just West of B'way 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, III. 





story hotel. 


When in NEW YORK—Pick the Piccadilly 


Say “Hello” to a good “Buy!” 
Here, Times SQUARE is all "ROUND 
you—just a stone’s throw to “Radio City”’, 69 theatres, 
mid-town business offices and railroad terminals. 
Patronized by shoe executives from coast-to-coast. 


Bright, quiet, richly furnished rooms—with baths 
—deep, soft “sleepyhead” beds and all up-to-the- 








Stay at this New, 26 


$9.50 


Daily rates begin as low as Single 





T. J. Mattieu, Manager 
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Jamaica Day Boosts Shoe Sales 


JAMAICA, L. I.—The sale of shoes by 
local shops during the recent Jamaica 
Day sale was greater than it has been 
for any single day in the past two 
years, according to the Merchants Di- 
vision of the Jamaica Chamber of Com- 
merce, sponsor of the sale. 

There were approximately 300 local 
merchants who participated in the sale, 
about 40 of which were shoe retailers. 
The Jamaica Day event is the most 
important single day sale in the long 
Island territory. 

Such department stores as Gertz, 
Leiffer’s and Montgomery Ward & 
Co.’s unit, the latter the largest retail- 
ing outlet of the chain, all did big busi- 
ness in shoes. 

Jamaica’s main avenue is heavily 
dotted with chain shoe stores, with vir- 
tually every large one represented. 
There are several independent retailers 
as well. 

Sam Marx, statistician for the 
Jamaica Day sale, estimated that there 
were more than 30,000 pairs of shoes 
sold on that day. In all, there were 
more than 350,000 patrons of the sale. 





Pittsburgh Business Shows 
15 Per Cent Gain 


PITTSBURGH, Pa. — The retail shoe 
business in this territory during Sep- 
tember has been 15 per cent higher 
than during the same month last year, 
Sam Levine, president of the Pitts- 
burgh Shoe Retailers Association re- 
ports. Keeping in accord with the 
rise of general business conditions, the 
retail shoe trade enjoyed its share of 
prosperity. The new Fall styles have 
been proving themselves highly popular 
with customers, particularly with the 
women. 

Leading shoe dealers here, see still 
further increase in business with the 
arrival of cold weather. A good per- 
centage of the retail trade have been 
educated to buy higher priced shoes, 
and as a result the demand for them 
has been steadily increasing. 


Canadian Production Up 
20 Per Cent in August 


MONTREAL, CAN.—The total quantity 
of leather footwear produced in Cana- 
dian factories during the month of 
August was 2,002,895 pairs, an increase 
over July of 336,317 pairs, or 20 per 
cent, but a decrease from August, 1935, 
of 151,060 pairs, or 8 per cent. Foot- 
wear made in sizes for women con- 
stitutes 54 per cent of the total out- 
put, while that made in sizes for men 
represents 26 per cent. The remaining 
20 per cent is: distributed among the 
three other classifications, i.e., “boys” 
and youths, misses and children’s, and 
babies’ and infants’. 

The quantity of footwear manufac- 
tured during the eight months ended 
August 31, totalled 14,711,557 pairs, 
compared with 14,546,387 pairs in the 
corresponding period of 1935. 
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BLOG SHOE COMPANY, New York City.....-......ccceec cece eee eee ne ener eneeeeens 
BRAUER BROS. SHOE GO., St. Louis, Me. 
BROOKS SHOE MFG. C., Phi'adelphi a, Pi 
CARLETON, Sac. F., & ee INC., Haverhill Mass. 
CLAPP, EDWIN INC., E. 
ENDICOTT JOHNSON CORP., ndicott, 
FLORSHEIM Ne COMPAN , Chicago, Ni 








GILBERT SHOE CO., mniensvile, WEEE J wevedse 
GREEN SHOE mre: co., B Mass. ...... 
HANNAHSONS SHOE CO., Haverhill, DG cc Scidinn See vos « cGbIG TUN Tae ares 11 
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JOHNSON, STEPHENS a SHINKLE SHOE CO., St. Louis, Mo 51 
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LAIRD, SCHOBER SHOE CO., "Philadelphia AA rk 59 
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ROBERTS, JOHNeeS a RA AND, St. RMT, PEG, occ ices ccc cde cupececesesevscsecess 34, 35 
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THOMPSON BROS. SHOE CO., Brockton, ON RRR BERN SF SiG rene aS 

TWEEDIE FOOTWEAR CORP., Jefferson City, MO. .....-....cceeeee re cceeeeeeenece 18 
UNITED STATES RUBBER PRODUCTS, ae New York City..........-- Front Cover 

VAUGHAN-TOWLE CO.; Wakefield, Mass. ..........cccccccccccecccccccteeteteses 70 
WEIL, M. K., SHOE CO., St. Louis, SEE TU due disiak's ¢ oka a. ceegee ehas SR Ceu 54a chen Reee 68 

LEATHER AND OTHER MATERIALS 

ALLIED KID CO., Boston and New York ..........ccccccccccccccccccccccceecceces 67 
AMALGAMATED ‘LEATHER OOS, Wilmington, Del... icccsccccccccccccccccceces 52, 53 
AMER, WILLIAM, CO., Philadelphia, Pa. .........cccccccccccececceeereseeeeseeees 61 
wey TANNING Bon Pe ee SC acehd ch sV Aes bees de beens bce eeesesence 2 

NGLAND WALTON D . Cc. LAWRENCE LEATHER CO., Boston, Mass 

EVANS, JOHN - & cov Pi tGns oo cas eus Robe kelaae she veewe bese GAN eee 





mden, N. 
& Sons. ‘Philadelphia, Pa 
isTlEn LEATHER R CO., Boston, Mass: .................. 
LIMA CORD SOLE & HEEL CO., Lima, Ohio 
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Oar giana MEN, cei es Wne a god cede ned}abe dosbséuseseerbeecns 54 
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“THE PRINCETON” 


pre senile cl by 


GROSSMAN S SHOES. ING 
in 
OUAKER CITY KIDSKIN 


No. | Harness Brown 
No. 20 Racer Brown 
Quaker City Black 7 A K I D S H ° E 


jj 


“Princeton” has every attribute that youth desires—strong, clean lines, 
poise and a sense of well-being—when it is worn to the stadium with town 
or campus tweeds. The firmly resilient Quaker City tannage accounts for its 


lightness and easy-going strength. 


QUAKER CITY DIVISION 
: ALLIED KID COMPANY 


Philadelphia, Pa. 
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BE PREPARED FOR 


wne=Women’s Black Dress Over Storm 
bebcvevees 10/26 
with Spike 








in Safa cde ays 


_ 283!1—Women's Black Dress Oval Sandal 
2/9 10/oc 


with Spi 
_ College Heel. 
EEE Last. 
with lo i wes nes ING/Mh. 62% 
ini Mi 
ie Chiat see wih: as 





29%55—Women's Black Milled All Rubber, 
3 snap gaiter, College Heel. Sizes 


2930—Same in Brown with Cuban Heel. 
2931—Same in Black with Cuban Heel. 
2956—Same in Brown with Louis Heel. 
2957—Same in Black with Louis Heel. 
2942—Same in Brown with Spike Heel. 





weap as 2955 in Brown, 2 snap, College 


2971|—Same in os. 
2960—Same in wn with Cuban Heel. 
in Black with Cuban Heel. 
in wn with Louis Heel. 
in Black with Louis Heel. 
in Brown with Spike Heel. 
in Black with Foi Heel. 








are AN 


eae sagan: 


UR nO Wi gsr Ne new 
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2862M—Men's Black Cashmerette Four 
ven Heavy Red Sole. Sizes 


2.1 
Ope Boys. Sizes it | SR 1.9%, 
Same in Youths. Sizes i 10h 
re} a with one cecite. Sizes 


a REST SOAS Ra ay 
2817—Same in Boys. | Sines a/b. 99/, 
2817'/>—Same in . Sizes 11/2..... tao 
2814M—Men's Black All Rubber, 


Four 
Buckle, Light Weigut. Sizes 6/12.1.71 
meets | wie Boys with 3 buckles. Sizes 


Some in Youths. Sizes iia. 1.28 
Sofie Misses. Sines | Mo H/p. 1.28 
aH 


in Childs. Sizes 5/12...... 1.18'/, 
in 10 Inch. “ES 6/12... .2.23 
Automatic Fastener. 
























STORMY WEATHER 
WITH ENDICOTT-JOHNSON 
RUBBER FOOTWEAR 


2884M—Men's Black Short Boot, Full 
Last. Sizes 6/12 

2804—Same in Boys. Sizes 24/6 ...... 1.99", 

2884'/2—Same in Youths. Sizes 11/2 ...1.80/2 


2885M—Men's Black Storm King. 
6/12 


3.2. 
2885—Same in Boys. Sizes 2!/./6 ...... 2.61 
2885!/2—Same in Youths. Sizes 11/2....2.42 
2886M—Men's Hip Length. Sizes 6/12. .3.56 


2837M—Men's Black Semi-Storm, Heavy 
Red Sole, Wide Last. Sizes 6/12. .99c 

2837—Same in Boys. Sizes 2!/2/6 

2837!4—Same in Youths. Sizes 11/2 .. 


2844M—Men's Black Storm, Heavy Red 
Sole, Wide Last. Sizes 6/12 


2844—Same in Boys. Sizes 2!/2/6 
2844'/,—Same in Youths. Sizes 11/2 


2857M—Men's Black Dress Storm, British 
Last. Sizes 6/12 83} 


2857—Same in Boys. Sizes 2!/2/6 
2857'/2—Same in Youths. Sizes 11/2.....67!/c 
2849M—Same in London Style. 

2847M—Same in Custom Style. 

2847—Same in Boys. Sizes 2!/./6 


IN: STOCK 


2848M—Men's Black Dress Over Sandal, 
London Style. Sizes 6/12 .......83!/2¢ 

2856M—Same in British Style. 

2856—Same in Boys. Sizes 2!/2/6 ........76c 

2856'/2-—Same in Youths. Sizes 11/2 .....67!/c 

2844M—Same in Custom Style. 

2844—Same in Boys. Sizes 2!/./6 


2948M—Men’s O. D. 16 Inch Ankle Fit, 
Hunting Boot, Lace Top, Crepe 
Sole. Sizes 6/12 ... 2.70'/2 


2949M—Same in 12 Inch. Sizes 6/12 2.47 


For Immediate Delivery 


| 


\ 


NU 


ST. LOUIS, MO. 
N£W YORK CITY 
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PROFIT by giving these people what 
they want—1n GOODRICH 


Fe provide you with products that are 
easier and more profitable to sell, Good- 
rich has always followed the policy of find- 
ing out first the features people want most in 
rubber and canvas footwear. 

No better example of this can be found 
than in Goodrich Verilite Rubbers. Here’s a 
line that offers the features shown by investi- 
gation to be most important to your cus- 
tomers. Perfect fit is assured with Verilite 
Rubbers, for one size fits a variety of widths, 
toe shapes and sizes of leather shoes. Lighter 
weight, flexibility, and more dressy appear- 
ance are other profit-making sales appeals in 
this popular line. 


VERILITE RUBBERS 


In addition to assuring customer satisfac- 
tion, Goodrich Verilites simplify your stock 
problems and make perfect fitting surer and 
safer. Use the Goodrich line—for greater 
volume and profit. 


OKO 


B. F. GOODRICH COMPANY 
Footwear Division Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; 
Chicago, IIl.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los An- 
geles, Calif; Minneapolis, Minn.; New York, N. Y.; 
Philadelphia, Pa.; St. Louis, Mo.; Sale Lake City, Utah; 
San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 





When writing advertisers please mention Boot and Shoe Recorder 
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Black Patent wed always smart, opulent, flat- 


tering. But be sure you use COLONIAL Black 
P atent. There are no better reasons than those 
which prompted I. Miller to use it on this 


gorgeous pump. It’s blacker than a bear's den 


Shoe by 
I. MILLER & SONS 
in Colonial Patent 








at midnight. Its sparkle rivals that of the 
jewel on Milady’s hand. Its easy worka- 
bility is astounding. It lasts, edges and 
pinks beautifully. Its finish never falls —in 


stock, or in use. Go Colonial—and go ahead! 


Colonial Tanning Company, Boston, Massachusetts. 


jos the Best Fatent_Leathes Shoes 





When writing advertisers please mention Boot and Shoe Recorder 
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A Reservoir or Goop-Wit 


There is no lady’s shoe that has back of it such a tremendous reservoir of good-will 








as has Florsheim Shoes for Women. Aside from the thousands who know from 
personal experience the wonders of Feeture Arch comfort and the wear and 
satisfaction to be derived from Florsheim quality, there are countless additional 
thousands who know and think well of Florsheims because of their fathers, 
brothers, husbands . . . here is a huge ready-made market for the Florsheim retailer. 


Our representatives are showing the new styles for the Spring and Summer of 
1937 . .. we would be glad to have one of them call on you if you are interested in 
reviewing our samples and our merchandising plans . . . if you are interested in 
affiliating with the largest manufacturer in the fine shoe field. 


TO RETAIL AT §Q90 asne *] ()°? 


I S an Tue Myra... in black kid, W-297; 
nN toc * ' in brown kid, W-298 


THE FLORSHEIM SHOE 
for Women 


THE FLORSHEIM SHOE COMPANY e Manufacturers e CHICAGO 
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